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EUROPEAN LOBBYING
IN PERPETUAL MOTION
From sectoral to transversal lobbying

European lobbying in perpetual motion

EUROPEAN LOBBYING IN PERPETUAL MOTION
The European Union of the 2000’s has nothing in common with the European Economic Community initiated by the Treaty of Rome in 1957. The same is true for lobbying!
With a quick glance over the last 50 years, we can identify 4 major cycles in the development of
European lobbying:
1. Times of construction (1957-1970): fusional lobbying
2. The low tide (1971-1987): diplomatic lobbying
3. The single market (1988-2005): strategic lobbying
4. The 30 nations Europe (2006-…): transversal lobbying

1. Times of construction (1957-1970): fusional lobbying
This is the era of the Founding Fathers, the six-nation Europe, the Franco-German leadership and
the great construction of Europe, with three priorities: the Common Agricultural Policy, the suppression of internal customs tariffs, and the creation of a Customs Union.
In short, a period of great legislative and regulatory activity marked by the “invention” of the Common Agricultural Policy, the implementation of a “community preference” and the launch of the
Common Market Organisations (wheat, meat, sugar, …). Even though the CAP seriously deviated
from its original course, its creation and the first 10 years of its activity are a model of willingness,
creativity and legal innovations.
According to the figureheads of those times, the CAP was invented “in the fields” by constant
exchange and cooperation between the officials of the Commission and the agricultural industry. All
agree that the CAP and its rules of application were conceived “hand in hand” between officials and
professionals.
Such a situation was never to be witnessed again. Two figures stand out as symbols of this fusional
lobbying: Henri Cayre, the great man of the European sugar beet sector, model of authority,
leadership and creativity, founder of the Europe Information Service and first pioneer of modern
lobbying. Second figure: André Herlistka, secretary general of COPA (Comité des Organisations
Professionnelles Agricoles/Committee of Professional Agricultural Organisations) during the great
era, a man who knew the CAP inside-out.

2. The low tide (1971-1987): diplomatic lobbying
These are the dark years in which the construction of Europe runs out of steam. Gradually the
unanimity vote replaces qualified majority voting. Europe is stuck. A few dossiers continue: the management of the Common Market Organisations of the CAP, the hygiene and security directives for
the workplace, north-south relations with the Lomé Convention, the GATT negotiation rounds (predecessor of the WTO).
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This low-profile era coincides with the emergence of a new type of lobbyist: the “diplomat”. Paradoxically, the slump in the actions of the EEC did not stop the European associations from preserving an
undeniable prestige. Most of them are based in Paris and are directed by renowned and high-flying
individuals. With their elegant mannerisms and gestures, they communicate rarely but effectively,
maintaining targeted – and confidential – contact with their members, and a handful of high-ranking
officials in Brussels (EEC), Geneva (GATT) and Rome (FAO).

3. The single market (1988-2005): strategic lobbying
One can never stress the importance of Jacques Delors in the revival of Europe enough. Strengthened
by undeniable support from the dominant Franco-German partnership, the new President of the
Commission drastically reforms the Institutions (the Single European Act of 1987) obtaining:
●
●
●

a return to qualified majority voting,
the delegation to the Commission of the exclusive right of proposition (and of drafting),
and the target of 1 January 1993 for the conclusion of the Single European Market.

From one day to the next diplomatic lobbying becomes utterly obsolete and dies out. The European
sugar manufacturers – until then a symbol of diplomatic lobbying – are the first to fully realise this. The
sumptuous office at avenue Montaigne in Paris is closed down on the 31st of December 1988 and moved
to Brussels, where on the 2nd of January 1989 a completely new and rejuvenated team sets its course
towards a clear objective: win back their influence, which had faded over the course of the previous
few years, and turn sugar into a major issue within the lobbying community.
From 1989-1992 a revolution in lobbying techniques takes place. Numerous associations leave Paris for
Brussels, the number of lobbyists explodes, the CIAA (Conféderation des Industries Agro-alimentaires/
Confederation of Food and Drink Industries) works together with the Commission and thus becomes a key actor in the Single Market.
The “delicate” conflicts of the early days are over. Lobbying is now at the heart of industrial warfare.
Within the CIAA, battles rage between primary producers (sugar, milk, flour, oil…) and the secon
dary industries (soft drinks, chocolate, confectionary, alcohol…); the first more open to the CAP and
community preference, the latter favouring free-markets and deregulation.
These years witness the development of the main lobbying techniques which are still in use today:
●	The

influence of solid technical arguments. The watershed of 1990 marks the emergence of
increasingly numerous and complex cases: it is no longer enough to share the ideas of the Commission. From now on, one needs to convince to be heard – in other words, one needs to argue.
Technical credibility becomes crucial.

●	The

establishment of a global network: it is out of the question to work with the Commission
alone. The Parliament becomes an essential element, groups of experts multiply, civil society
(trade unions, NGOs) invests in Brussels, and the accredited press gains importance, becoming
an essential tool.

14
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●	Nothing

is possible without effective internal and external communication: internal to achieve
optimal coordination between the European association and its national members; external as
a lobbying weapon:
➤	Soft communication for image, visibility, clarity and teaching;
➤	Hard communication when necessary, when the press reader turns into a potential ally on a
specific case.

Single market, Uruguay Round, CAP reforms, regional policies, new Member States: in the 90s,
the European Union cannot be overlooked. The centre of political and economic power is wellestablished in Brussels. Paris still sees itself as the master of the game. Fatal mistake; the power has
now shifted from the national capitals towards the capital of Europe.
The result? The lobbies are everywhere. 15,000 lobbyists, it is said. Over the course of the coming
chapters we will see that this number has little meaning. But never mind, there are, undeniably, many
people crowding the corridors. Widely accepted as a natural counter-weight, lobbying wins its first
credits and, in the process, a considerable margin of influence.
But all things come to an end. With its successive expansions: 6, 9, 12, 15, 25, 27, …, the European
Union overstretches and loses its coherence. The result? The ideal lobbying vehicle – that is to say
the classical European association with its seat in Brussels and its 27 national member-associations –
suddenly becomes obsolete. If a meeting of the 27 Heads of State and governments fails to come to
agreement, why should European associations score better?
As “victims” of the dilution caused by the enlargement, the great majority of European associations
merely produce vague consensuses built upon the lowest common denominator. Credibility – sine qua
non condition for influence – no longer exists. In order to preserve influence or to win it back, it is
simply necessary to change the system.

4. The 30 nations Europe (2006-…): transversal lobbying
The enlargement of the Union beyond all reason will require (and already requires) a radical modification of lobbying techniques.
From pro-active in the 90s, the European trade associations have become reactive or defensive through
lack of vision, funds, or leadership. On the battlefield of influence they retreat in front of NGOs
animated with real conviction, impressive funding, technical credibility and mastery of modern communication.
Paralysis on the one hand, dynamism on the other, the solution is clear. In the new contests for
influence, the future belongs to transversal lobbying – that is to say the ability to build relationships
between the upper and the lower levels, from the producer to the consumer. Progressively, sectoral
lobbying will disappear in favour of a type of lobbying organised around a chain of values. Gradually
leaving behind his usual stance of opposition, the lobbyist becomes a partner.

Introduction
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FROM SECTORAL LOBBYING TO TRANSVERSAL
LOBBYING: A REVOLUTION UNDER WAY
1970s-1980s: the triumph of the classical European Association

Monopoly of

European
Association

representation

German
Association

Firm A

B

European
Commission

Belgian
Association

C

A

B

Italian
Association

C

A

B

C

The classical European association benefits at the same time from:
●

inevitable sectoral representation,

●

high technical credibility,

●

the monopoly of representation with the European Institutions.

It is thus perfectly adapted to its mission of representation and influence.

1990s: the classical European Association threatened from within
With the Single market as a target, the industrial stakes become higher and the competition between
lobbies increasingly strong. Within this context, the classical European association will undergo a
triple evolution:
●	In

a first stage, it will have a stronger mandate. As Brussels becomes an inevitable gateway and
the European Union expands itself, the European associations will conquer new members.

●	These gains will be rendered void by a loss of

credibility (with 27 national associations, the rule
of the lowest common denominator leads to paralysis).

●	Eventually,

due to the conflicting interests, the monopoly of representation from which the
classical European association benefited will be blown to pieces, each lobbying for their own
sake within the same structure (see table page 17).
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European
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2000 onwards: Inventing new structures of influence
That is the principal purpose of this book: an in-depth analysis of the current structures of lobbying, and a study of how they can develop in their composition, their strategies and their actions to
increase their influence.
Without anticipating the conclusions, let us simply highlight that the creeping paralysis of the classical
trade associations will find its cure in a new willingness, consisting of attempts to bridge the sectoral
differences in order to build transversal alliances all along their chain of values.
These alliances can take diverse forms:
➤	platforms of firms constituted around a common project to remedy the inertia of their
European association;
➤	transversal alliances going from the producers to the consumers that can come up with
“ready-made” consensus to propose to the Commission.
Here the choice of partners is no longer linked to their respective memberships, but to their capacity
to federate around a common project.
An agricultural
farmers union
A grouping
of firms
A consumers’
union

An alliance around
a common project

European
Commission

An environmental
NGO

The new channels of influence in Brussels will consist of
passing from a lobby of opposition to a lobby of propositions.
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Chapter 1: An overview of lobbying in Brussels

CHAPTER 1: AN OVERVIEW OF LOBBYING IN BRUSSELS
Actors

Description

European Trade
Associations

Represent the interests of their members
by domain in all sectors of economic life:
tobacco, nutrition, agriculture, chemicals…

Number of
structures

Number of
employees

+/- 1,200

5,000

National Trade
Associations

National federations with headquarters
in Brussels.

Corporations

Firms who have established a European
office in Brussels.

+ 500

2,000

Lawyers’ offices

Jurists specialised in community law.

+/- 200

2,300

European affairs
consultants

Associations dealing with information,
lobbying and communication for firms,
NGOs or trade associations.

+ 150

1,300

European trade
unions

Essentially the European confederation of
trade unions and its specialised branches.

+/- 20

100

Representatives
of territorial
collectivities

Offices or “delegations” of towns or regions.

+/- 200

1,500

NGOs

Non-profit organisations acting in the field
of environment, culture, social issues and
consumer rights.

+ 750

4,000

Think tanks

Centres for brainstorming or research
on European issues.

+/- 50

300

Total amount

+/- 3,000 structures employing approximately 16,500 people

Author’s estimation based on the Public Affairs Directory 2006 statistics – Landmarks Publishing. Tel. +32 (0)2 779 95 49

These statistics are enlightening, but they do not reflect reality
Enlightening, because they depict the fragmented nature of the lobbying landscape: all in all there are
3,000 structures of lobbying and 16,500 “lobbyists” in Brussels. An impressive number considering
this estimate is on the low side.
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Yet these numbers are misleading:
➤	They do not take into account the national members of European associations and NGO’s.
Just to clarify things, a European association of medium importance (a permanent secretariat of 5 to 7 people) consists of a board, an office, and about 10 technical committees which
in turn mobilise between 100 and 150 experts from national associations and enterprises.
Given the number of trade associations in Brussels, tens of thousands of “part-time” lobbyists are not taken into account.
➤	The same is true for firms: the European office of a multinational company has an average
of 4 full time positions (usually ranging from 1 to 12). But this is only the tip of the iceberg.
On average, a firm like Total has another 200 experts who work on its European files; most
of them contribute to the activities of Europia, the European oil association, and the others
are given tasks on the national aspect of European files.
➤	Third correction: most of the 16,500 people counted as lobbyists in the table above, do not
really practice this profession! Many of them spend most of their time on monitoring, administrative or logistic work, communication, funding research – in short, all tasks which
do not involve lobbying. Often the real lobbying profession is carried out only by senior and
high-ranking members of the organisations.
This pushes up our estimation of the number of people professionally involved – often only parttime – in European affairs mainly for interest representation or information gathering up to 100,000.
100,000 “part-time lobbyists”. This may seem an unrealistic number to many. Yet it corresponds to
only 4,000 people on average per Member State. If we were to count accurately the final numbers
could be even more impressive than this wide estimation.

As for full time lobbyists, we can say there are approximately
15,000; about a third are established in Brussels, the other two
thirds work from the Member States.

Introduction to the various structures of lobbying
To avoid diluting the issue, we will limit our analysis to the “true” lobbying structures, namely:
●
●
●
●

European trade associations,
NGOs,
trade unions,
corporations.

We have set aside the law offices and consultancies who are “intermediaries” in terms of lobbying, as
they represent the interests of others rather than their own organisations.

Part One: Lobbying structures

21

Chapter 2: European trade associations

CHAPTER 2:
EUROPEAN TRADE ASSOCIATIONS
1. An overview of the European trade associations in Brussels
2. The members of European trade associations
A. The typical structure
B. Mixed systems combining national associations and corporate members
C. Towards direct company membership?

3. The operational structure of European associations
A. Unanimity voting leads to impotency
B. The role of the Secretary General in the decision-making process

4. European associations and national associations: who’s in charge?
5. The audit: how to evaluate the performance of a European association?

1. An overview of the European trade associations in Brussels

Number of employees
1 – 3 – 5 – 7 – 8 – 9 – 10 – 15 – 20 – 30 – 40 – > 50

A fragmented picture
Number of associations
200 – 100 – 50 – 10 – 5 – 0 – 5 – 10 – 50 – 100 – 200

The above graph is particularly enlightening. It shows that there is a multitude of trade associations
in Brussels, which are on average very small (and hence an important percentage of micro-structures).
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The roughly 1,200 European associations thus identified may be divided into 3 categories: large, medium and small.
The large European trade associations
Name of the association

Permanent staff

European Chemical Industry Council (CEFIC)

140

Committee of Professional Organisations in the European Union (COPA-COGECA)
European Trade Unions Confederation (ETUC)

57
50

Union of Industrial and Employers’ Confederations of Europe (BUSINESSEUROPE)

45

European Federation of Pharmaceutical Industries and Association (EFPIA)

42

Aerospace and Defence Industries Association of Europe (ASD)

40

EuroChambres

32

PlasticsEurope

25

Confederation of the Food and Drink Industries of the EU (CIAA)

23

Eurelectric

23

Association of European Airlines (AEA)

22

Community of European Railway and Infrastructure Companies (CER)

22

European Insurance Committee (CEA)

20

European Cement Association

20

European Association of Craft, Small and Medium-sized Enterprises (UEAPME)

20

Confederation of European Paper Industries (CEPI)

19

Eurocommerce

19

European Automobile Manufacturers Association (ACEA)

19

European Banking Association (EBF)

18

European Cosmetic Toiletry and Perfumery Association (COLIPA)

18

European Aluminium Association (EAA)

17

Conservation of Clean Air and Water in Europe (CONCAWE)

15

European Landowners Organisation (ELO)

15

Croplife International

15
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The prototype of the large traditional association: COPA-COGECA
	Founded in 1959, COPA (Comité des Organisations Professionnelles Agricoles) now represents 55 organisa-

●

tions from all 27 Member States of the European Union.
●	COGECA (Confédération Générale des Coopératives Agricoles de l’Union Européenne) also founded in 1959,
represents 33 organisation from the 27 Member States.
●	In 1962, the Secretariats of COPA and COGECA merged to create a common representative structure (of 57
members) in which COPA occupies the dominant position.
●	The Secretariat of COPA/COGECA organises 300 to 400 meetings per year.
●	5 written and spoken working languages are used: French, English, German, Italian and Spanish.
●	The Secretary General of COPA-COGECA is Franz -Joseph Feiter, former Secretary of State for Agriculture.

The decision-making process of COPA-COGECA

	The decision-making body of COPA-COGECA, the Praesidium – equivalent to an administrative council – is

●

composed of one representative from each member organisation, totaling 88 delegates. The Praesidium meets
once a month to adopt common position papers on behalf of both organisations, generally by consensus.
●	The meetings of the Praesidium are prepared by two policy coordination committees: one for COPA, the other
for COGECA. The discussions of the coordination committees are based on the discussions of 50 specialised
working parties from COPA and COGECA.
●	We see therefore that the decision-making process of COPA-COGECA is copied directly from the decisionmaking process of the EU for the CAP: The Praesidium corresponds to the Agriculture Council, the coordination committees to COREPER I, and the working parties to the special working groups and committees of the
Council.

The decision-making process: consultative and representive
Praesidium
COPA-COGECA
Policy coordination
committee
COPA

Policy coordination
committee
COGECA

Working parties
Honey, wheat, milk, beef, beet, …

Working parties
Wine, spirits, olive oil, cotton,
organic farming, …

Strengths and weaknesses

	The COPA-COGECA symbolises the large trade associations of the early EU; its mandate and its expertise in

●

agricultural matters is unquestionable.

	The heterogeneity of European agriculture, emphasised by the enlargement, leads COPA-COGECA to paralysis.

●

How can it create and defend credible positions with 88 member associations?
●	27 members of the COPA and 17 of the COGECA have set up national offices in Brussels to defend their
specific interests. Far from helping the COPA-COGECA, these act as an anti-coalition!
●	The weaknesses in communication of the COPA-COGECA are slowly improving; it has a very good website,
and has opened a dialogue with various associations, ecologists, consumers and manufacturers.
COPA-COGECA – rue de Trèves 61 – 1040 Brussels – Chief Executive Officer: Franz-Joseph Feiter – www.copa-cogeca.be
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Of the 1,200 professional associations referred to above, only 24 (that is to say 2 %) have a permanent secretariat of at least 15 staff members. The number of associates is a useful unit to measure the
importance of European associations and rank them. Another criteria, their budget, would lead to
similar results.
They break down as follows:
➤
➤
➤
➤

4 horizontal associations: CES, BUSINESSEUROPE, Eurochambres, UEAPME,
18 sectoral associations,
1 technical centre serving the oil industry: CONCAWE,
1 “new-look” association: ELO, in between a trade association and an NGO.

Medium-sized trade associations
These represent the classic sectoral associations. How many are there? Basing the definition on
associations with 5 to 14 staff members, we can estimate about 250.
This table provides us with an overview, but is by no means exhaustive.
Name of the association

Number of staff

European Crop Protection Association (ECPA)

14

European Association of Metals (EUROMETAUX)

13

European Copper Institute

13

Europabio

13

European Telecommunications Network Operators’ Association (ETNO)

12

European Apparel and Textile Organisation (EURATEX)

12

Airports Council International – European Region (ACI Europe)

12

European Petroleum Industry Association (EUROPIA)

11

European Wind Energy Association (EWEA)

10

European Photovoltaic Industry Association (EPIA)

10

European Fertilizer Manufacturers (EFMA)

9

Europa Construction Industry Federation

9

Comité Européen des Fabricants de Sucre (CEFS)

9

European Compound Feed Manufacturers Federation (FEFAC)

8

Association of the Chocolate and Confectionery Industries of the EU (CAOBISCO)

8

Brewers of Europe

8

European Telecommunications Network Operators Association (ETNO)

8

European LPG Association (AEGPL)

7

European Dairy Association (EDA)

7

Part One: Lobbying structures

25

Chapter 2: European trade associations

Do small trade associations serve any purpose?
By deduction we can estimate there to be 700-800 of these associations, which is quite a considerable
number. Quite a few of them do not have any permanent staff, or have just one part-time person.
The question then is simple: do these small trade associations serve any purpose? The answer is both
yes and no.

In at least two cases, the small European association is fully justified:
➤ it is an element of a wider “galaxy”,
➤ it defends a specific interest.
First case: the association as an element of a “galaxy”
Typical example: the European chemical industry. As shown on the table on the next page, CEFIC
constitutes a galaxy, consisting of a core (the CEFIC itself) and an important amount of satellite
associations (117), corresponding to families of chemical products. The satellite associations are generally micro-structures.
The advantages of this formula are clear, because it combines all the elements of effective lobbying:
➤
➤
➤
➤
➤

unquestionable mandate,
concentrated sources of information,
shared logistical resources (offices, conference rooms, computers…),
experience covering all areas of the chemical industry,
exceptional visibility and a wide impact.

Another very important example of this “galaxy” function is EPFMA (European Polyvinyl Film
Manufacturers Association), a European association representing the principal PVC plastic film
producers.
This association, which has no permanent staff, works in close partnership with EuPC (European
Plastics Converters), a very effective micro-galaxy. With an average membership fee, EuPC provides
EPFMA with the necessary information through its network of contacts in the Institutions, its political weight and its logistical support.
Therefore it is up to EPFMA to defend its own interests, either by supporting EuPC in their common
projects, or by developing its own position papers and its own contacts when a file that does not
directly concern EuPC is of vital interest to EPFMA.
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The umbrella-federation: the CEFIC galaxy
	The European Chemical Industry Council is an “umbrella organisation” encompassing three types of mem-

●

bers: the chemical industry national federations of the 27 EU member states, some large chemical firms as
direct members (Bayer, BASF, BP, Dow, DuPont, Exxon, …) and a vast number of satellite associations
(+/- 120) representing all the different chemical products.
●	This configuration provides CEFIC with a powerful mandate, given that the “CEFIC galaxy” is itself linked
directly to “sub-galaxies”: plastics industries (EuPC, Petcore, Plastics Europe), phytosanitaries (ECPA,
EFMA),oil industries (Europia, Eurogas, Concawé, …), …
●	This mandate goes hand in hand with excellent technical capacities. This combination of mandate and technical control has been achieved by the coordination of three types of members.
●	CEFIC employs about 140 people and is thus the largest European lobby, ahead of COPA-COGECA. It also
constitutes a logistical hub for its members and affiliates: shared offices, information and experts and a global
visibility.
●	CEFIC centers its work on 8 core projects (chlorine, plastics, petrochemistry, energy, R&D, …); the national
associations, member firms and satellite associations contribute to these projects according to their own
interests.

CEFIC

National
federations of
the chemical
industry

40 large firms as
direct members

120 satellite
European
associations
(specialised
sectoral groups)

Strengths and weaknesses

	CEFIC, its galaxy and sub-galaxies constitute an impressive lobbying machine which extends itself from

●

chemicals to all its applications, petrochemicals, plastics, phytosanitary, cosmetics… It is undoubtedly the most
aggressive and most effective European lobby (especially on its anti-dumping projects).
●	Its original membership contributes greatly to its effectiveness and visibility.
●	On the other hand, CEFIC is perceived as a domineering and defensive lobby whose relationships with NGOs
and the media are generally quite mediocre – if not bad.

CEFIC – avenue E. van Niewenhuyse 4 bte 1 – 1160 Brussels – Chief Executive Officer: Alain Perroy – www.cefic.be
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The formation of “European houses” constitutes another example – though not as complete as the precedent – of small associations united around a common core.
For example:
“Renewable Energy House” (63 rue d’Arlon – 1040 Brussels) unites about 15 associations
in a building recently renewed by the Prince Laurent Foundation; a beautiful showcase where
the offices are heated, lit and ventilated by a whole range of “clean” energies. Great impact in
terms of visibility, but no common front strong enough to achieve real lobbying performances.

●	The

“House of Paper” (250 avenue Louise – 1050 Brussels) hosts about 10 associations of the
forestry-wood-paper network centred around CEPI. This is a simple logistical gathering under
one same roof, but this sector is extremely fragmented at the level of the EU, and certain associations in the house often defend opposing points of view.

●	The

“House of Petroleum” (165 boulevard du Souverain – 1160 Brussels) includes Europia,
AEGPL, OGP and CONCAWE. Here again, it is a case of sharing logistics; CONCAWE also
provides useful technical advice to other occupants of the House.

●	The

“House of Agriculture” (83 rue de la Science) is the example not to follow. Based around
COPA-COGECA, it includes a series of secondary European associations (Young farmers,
Agricultural workers, Female farmers…) and the offices of each national agricultural trade
union. But far from creating synergies like CEFIC, all these associations profited from the resources of COPA-COGECA to work for their own benefit. A sort of anti-coalition under one
roof!

●	The

Second reason to set up a small European association: it defends a specific interest.
The notion of economic sectors is not rigid. As a matter of fact, every economic sector interacts with
many industries, both upstream and downstream, who act along the length of the chain of supply,
with each actor being both a supplier and a client. It is clear that the points of view can differ widely
according to whether one situates oneself upstream or downstream.
Faced with the necessity to defend concrete interests and lead one’s own lobbying, there are two
solutions available:
●	either create a permanent European association which poses a problem, as we will see later, due

to its cost/effectiveness ratio,
●	or create an “ad hoc” association, that is to say a lobbying voice created for the occasion. These

“ad hoc” associations are generally managed by a specialised consultant.
Of these two possibilities, we strongly recommend the second option.
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Establishing a small permanent European association is not cost-effective. Lobbying requires competence and experience. How could a good professional be convinced to work for a microstructure? And why should such an important budget (300,000 e/year) be spent putting together a
small team and animating all year-long an office that is only able to defend a very limited number of
cases. Such an investment is even less justifiable considering that the challenge rarely leads to tangible
results in terms of lobbying.
The creation of an ad hoc association fits much better. These are most often de facto (a current
practice in Brussels, uncontested by the Commission) created especially for the management of a
specific file. For example: UPIBA, (Union des Producteurs Indépendants de Bananes Africaines/
Union of Independent African Banana Producers), created in 2003 in order to defend a very technical case concerning the Management Committee for Bananas (Comitology), which is only “awoken”
when required due to developments concerning that specific case.
These ad hoc associations are most often managed by a cabinet of specialised consultants which
charges for its services according to a defined list of expenses and a precise action programme.
Aside from these two possibilities, we would recommend that the small associations should
gather around one of the sectoral poles.
In this context, the multiplication of small professional European associations is counterproductive,
because they have neither the financial means, nor the prestige to allow them to recruit an experienced
secretary general.
This size issue causes a problem in all activity fields: monitoring is often only approximate,
networks are poor, contacts scarce, there is a lack of visibility, and all this leads to very reactive,
and consequently, very unefficient lobbying strategies.
Even if one understands that the wholesalers in the field of European sugar (ASSUC) do not
really have the same interests as the European sugar producers (CEFS), does this mean that they should
necessarily have two separate structures? Can we not envisage a common system of information? A
common visibility? A common Secretary General?
Do we really need to have two European associations for elevators: the European Elevators Association, encompassing individual firms, and the European Lift Association, encompassing national
associations?
Do we really need to have two European associations for the meat sector: the European Livestock and
Meat Trading Union (UECBV) and CLITRAVI (the Liaison Centre for the Meat Processing Industry in the EU), whose fields of activity overlap and who often share the same members?
And what should we think of the Confédération Paysanne Européenne (CPE), defender of an alternative agricultural project, animated by a competent secretary general, but lacking any financial
means, and therefore destined to remain peripheral?

When you create a European association, is it not better to
externalise its management? The question deserves to be asked.
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Fragmentation impedes visibility
The table below is a “best of ” for the denominations of the European trade associations. How is one
supposed to find his way between the AMFEP, EBWA, ECTA, ECCA, ECBTA?
AMFEP

CECOF

EBA/ABE

EFCTC

FEBEA

FIF

IFHP

PDA

SSPA

CLITRAVI

AIBI

BEDA

FIVS

ETAD

ESGG

FEMIB

ISBT

RGA

PTS

UEITP

ABS

BSA

CIRFS

ETRC

FETSA

FEUPF

HARRPA

OEIFTL

QUAS

UEEIV

BIBM

BVSE

FEVE

ECOSA

ETS

IMIF

IFIEC

LCFTE

REHVA

GVA

								
LGIC
DSBNOK
AEIF
CCACE
CRIET
ECTA
EUDA
FFPI
IBA			
								
CIVF
CNOSF

UEIL

				
ECTR		
BIEM
CCSG
EABP		
EUWRIS
				
CEDT

FIACBI

FIGIEFA

LOSG

TIE

PDA

AESC
		
EMEA

EACA

EDG

ERP

FIAPF

IMCA

MSG

RICS

UIRR

			
EANCP
AESGP
CECED		
			
AECNP

EEA

FAEP

FICPI

IEACS

OEIT

SEFA

UITP

FIEA

IFD

OGP

SRM

UPR

AFEMS

CEAB

CECOD

EAPB

EFCI/FENI FEAMC

						
FIL
IFHP
PEHC		
ASECAP CEEBOGK EBAA
EHP
FEEDM				
PSMA
						
IDF
IHUAT
CPHE

VENV

ASG

CEFACD

EBWA

EIDQ

FEEM

FRP

INTUG

PPRM

TDMA

WFA

ATC

CEIR

EC4

ELSPA

FEHRL

GEA

IOH

IUCAB

UCBD

IWTO

These columns of acronyms demonstrate the excessive fragmentation of European trade associations,
the excessive use of obscure logos, and the lack of interest on their behalf in institutional communication.
Every association leader is convinced that his or her logo is well-known within the community and
its institutions. A fatal error. Just take the test. How many acronyms could you identify in the table?
Personally, I know of a dozen, not more. This culture of logos is equally true for the large European
associations. Apart from the agricultural world and a few specialists, who knows COPA?
CEFIC and BUSINESSEUROPE aside, European associations with vast recognition are very rare.
As we will see in the next chapter, the picture is totally different for NGOs: WWF, Greepeace, Oxfam,
… so many globally-known labels.

The visibility of a European trade association is
one of the principal criteria for influence. This implies the emergence
of a communication policy totally beyond the reach of
small associative structures.
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Will the current fragmentation carry on, or will all these groups soon move
towards each other?
At first sight the answer to this question is straightforward ; this extreme fragmentation will go on and
will even get worse. European associations are being continually created, and their fusion is becoming
rarer. The last on record (late 2005) was in car rentals with the fusion of ECATRA and EUROLEASE, but this is a very exceptional event.

Does the constitution of a small European association necessarily imply the need to set up
an office with a permanent staff?
We don’t think so. It’s better to entrust the management of the structure to a cabinet of consultants
or a company specialised in the management of European associations. Externalising the management of associations obliges its members to define their objectives and to list their tasks methodically
(organisation of legislative monitoring, amount of internal and external meetings, quantity of position papers, contacts at the Commission and the Parliament, …). Renting a permanent office, recruiting a Secretary General and an assistant and organising one’s own logistics ends up being a lot more
expensive with less rewarding results.

Will the concept of “Houses” and logistical mergers become more common?
More common … probably not. But there will be more. In the long term, it is unimaginable to carry
on with such a waste of time and effort like we witness today, where every trade association carries
out its own monitoring, subscribes to its own sources of information, develops its own network, and
its own visibility. This scattering of resources and means is extremely counter-productive.

2. The members of European trade associations
A. The typical structure
The typical European association may be compared to a three-level pyramid: firms (level 1) regrouped
in national associations (level 2) who unite to create a sectoral European association (level 3).

European
Commission

European
association

French
association

Firm A

B

German
association

C

A

B

Spanish
association

C

A

B

C
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A dominant system where paralysis creeps in
This traditional structure is today dominant. To get an idea – in no way scientific – we can assume
that the membership of a great majority of European associations is exclusively composed of national associations.
Despite being dominant, this system is paralysed. Consciously or not, everyone realises that the
typical European association is no longer able to respond to the needs of economic actors.
Three reasons account for this loss of influence of the European associations:
●	First

reason, the monopoly of representation to the European Institutions, a privilege of
European associations for a long time, no longer exists.

	This monopoly of representation has long been recognised by the members themselves : until
the early 90s, no national associations or members of European associations would have dared
to contact the Commission or the Parliament to defend their own specific interests. The discussion of a position was done internally, and only once a common position was adopted would it
be proposed, and each member would back it with discipline.
	With the birth of the Single Market (1992) the first “dual strategies” emerged, consisting in
defending the common position as far as possible, and organising separate lobbying agendas for
the issues on which they did not hold the same opinion. This has now become common practice.
This disparate lobbying – today more common than ever – has considerably deflated the
influence of the European associations (see figure page 17).
●	The

second reason stems from the lack of authority of the Secretary Generals who tolerate the
two-faced game which their members play, being on the hand member of the EU association
and developing on the other hand their own lobbying. In the past, the President or Secretary
General of an association would never have tolerated such a laxity. Either the national member
would play according to the rules of the game, or he would have to leave.

●

 he third reason, and by far the most important, stems from the enlargement of the EU. In effect,
T
a trade association functions like a mini Council of Ministers. As easy as it was to reach an
agreement with 6, 9 or even 12 members, it has by now become almost impossible to gain such
a consensus. Think of it in the context of the EU 27, maybe even the EU 30!

	The main weakness of the traditional European association is the diversity of its members : the
more numerous they are, the more they spread from North to South and East to West, the less
they are able to get on with each other. At best they can adopt vague consensuses, but these
complicate the problem more than they provide a solution.
●	Bearing in mind that the key word of

modern lobbying is CREDIBILITY, one will understand
that various European associations (generally the largest ones) have attempted to remedy the
paralysis by reducing the weight of the national associations and their administrations in favour of dynamic firms.
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The majority of European associations only have national
associations as members. This system is in paralysis. Consciously or
otherwise, everyone realises that the classic European
association no longer responds to the needs
of economic actors.

B. Mixed systems combining national associations and corporate members
Mixed systems combining national associations and corporate members result either from an extreme
concentration in a given sector, or from the will to switch power from national members to corporate
members.
The general idea being that firms give European associations more dynamism and thus counterba
lance the administrative heaviness associated with national federations.
These four examples illustrate the possible situations and solutions:
First example: The Comité Européen des Fabricants de Sucre (CEFS / European Committee of Sugar
Manufacturers). The members of this association are national associations if these exist or if they
don’t, corporations. Over the course of the last 30 years, the sugar industry has become so concentrated that in several countries only one sugar company exists. This is the case in Austria, Greece, UK,
Ireland, Denmark, Sweden, and Finland.
In fact only 9 countries have a national association. This combination of national associations and
firms has always led to a more dynamic CEFS.
Second example: BUSINESSEUROPE, formerly UNICE (Union des Confédérations de l’Industrie
et des Employeurs d’Europe / Confederation of European Business). European employers have experienced dramatic debates in recent years to balance the weight of the national associations with the
increasing presence of corporations.
A basic consensus has been reached, whereby the members of BUSINESSEUROPE remain, without
exception, national associations. This exclusivity is evident in the three decision-making bodies of
BUSINESSEUROPE:
●	the

Council of Presidents (of which each national association President is a member),

●	the

Executive Committee (of which the Director General of each national association is
member),

●	the

Executive Bureau (composed of 11 representatives of the national associations, with 5 from
the largest EU members, 5 from the smallest, and one from the country holding the presidency).
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Corporations can only have a direct presence at the level of the “Advisory and Support Group” which
has 22 members: Arcelor, BASF, BAT, Bayer, Bosch, BP Europe, Daimler Chrysler, Exxon, GE,
Honeywell Europe, IBM, Michelin, Microsoft, Philips, Procter & Gamble, Shell, Solvay, TNT, Total,
Toyota, Unilever, Veolia.
This affiliation to the Advisory and Support Group notably allows the firms to participate in all
the working groups of BUSINESSEUROPE (+/- 60) and to attend 4 annual high-level meetings
organised with the intention of meeting Commissioners and Ministers.
All the evidence shows that the 22 multinational members of the Advisory and Support Group benefit from a growth in influence in BUSINESSEUROPE compared to non-member firms, but it is
clear that the power still rests with the national associations.
Operational structure of BUSINESSEUROPE

Council of
Presidents

National associations

Executive
Committee

National associations

Executive Bureau

National associations

Working Groups

22 Corporate members
of the Advisory
and Support Group

Third example: the CIAA (Confédération des Industries Agro-alimentaires / Confederation of Food and
Drink Industries). Here too – even more so than at BUSINESSEUROPE – the direct participation of
the companies was subject to passionate debate for a decade. The situation is now stabilised.
The members of CIAA fall into three categories:
●

27 national associations (one per country),

●	32 food sector associations (CEFS, EDA, CAOBISCO, CIUS, FEDIOL, UNESDA, Brewers of

Europe, Clitravi, Euroglaces …) collected in an intermediate structure called CAM (Committee
of Affiliated Members),
●

34

22 multinational food companies represented by a “Liaison Committee”.
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The decision-making process of the CIAA is as follows:
Decision-making Structure of CIAA
General Assembly representing
●
●
●

27 national associations
32 food sector associations
22 companies

Board of Directors, 35 members
●
●
●
●

The CIAA President, Jean Martin (Unilever)
27 representatives of the national associations
2 representatives of the Liaison Committee
5 representatives of CAM (food sector associations)

Executive Committee, 13 membres
●
●
●
●

The CIAA President
9 representatives of the national associations
1 representative of the Liaison Committee (companies)
2 representatives of CAM (food sector associations)

The complexity of the statutes of the CIAA reflects the internal fights for influence between the
national associations and the large agrofood companies.
It appears that the CIAA confers the central power to the national associations. The reality is very
different, because the national associations often opt not for a permanent representative, but for an
industrial leader to represent them.
In practice, of the 35 members of the Board of Directors, more than 25 are company directors, of
which 15 are from major multinationals (3 from Unilever, 2 from Coca-Cola, 2 from Nestlé, 2 from
Danone).
It is generally perceived that companies are dominant in the CIAA where only 5 or 6 multinationals
have real influence over the debates: Unilever, Nestlé, Masterfoods, Coca-Cola, and Danone … The
influence of these groups derives of course from their economic strength, but also from the choice
these companies have made to organise their EU lobbying around the CIAA. We should also note
the importance of the personal factor, allowing certain enterprises to benefit from a level of influence
disproportionate to their modest size (Roquette, Tate & Lyle …).
As we can see, the battles for influence at the heart of the CIAA between the national associations
and the companies have stopped as there is nothing left to fight for, the power having shifted from the
former to the latter. Another battle took place at the same time: between the national associations
and the sectoral associations, placed together in the heart of the Committee of Affiliate Members
(CAM). There again the battle was a short one, the sectoral associations – very determined to gain
influence in the early 1990s – having abandoned any desire for dominance.
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A new battle is evident today between the primary (sugar, milk, flour, oil) and secondary (confectio
nary, chocolate, ice cream, soft drinks, ready meals) industries, the latter being clearly favoured by the
CIAA.
Fourth example: The Brewers of Europe. The brewing industry being dominated by a small number of
big firms, intense debates have occured over the breakdown of powers between multinational companies and national associations.
Following fierce debate, the decision-making process is as follows:
➤ Only national associations can be members of The Brewers of Europe
➤ The Board of Directors is composed of companies (5 large – Heineken, SABMiller,
InBev, Carlsberg, Scottish and Newcastle – and 5 small) plus the President of the association.
Decisions are passed with a voting majority of 2/3.
➤ The Executive Committee is composed of representatives of the 5 large brewers mentioned
above and 5 national associations. Decisions are taken by consensus
➤ The large companies deal with specific projects concerning, notably, responsible consumption, alcohol advertising and labelling.
	These special projects – which are financed by the large companies – have taken on a high
importance, to the point that they now represent 25-30 % of the budget of the Brewers of
Europe.
➤ This structure, which protects the dignity and pride of the national associations and small
brewers, in reality, revolves around the larger breweries, which is only logical.

C. Towards direct company membership?
The heated debates on the strengthening of companies’ presence in European trade associations,
experienced by BUSINESSEUROPE and CIAA, have become common in the majority of economic
sectors.
Direct membership for companies is becoming more and more common. Some associations have gone
even further, allowing only companies to become members. The European Photovoltaic Industry Association (EPIA) is the best example.
The European Landowners Association (ELO) is another very innovative organisation, part association, part NGO, with 2 branches of members: national associations and private entities (see the fact
sheets pp. 37 and 38).
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EPIA – European Photovoltaïc Industry Association
A new kind of European lobby
	EPIA works on a 4-year strategic plan. The plan for 2003-2006 was subject to a detailed external audit before

●

the plan for 2007-2010 was adopted. The plan also fixes a yearly budget over this period.

	Each annual budget is divided into three chapters: fixed costs (salaries, rent …), lobbying costs (dossier manage-

●

ment) and communication costs. By 2010, 50 % of the budget will be covered by membership fees, 25 % by EU
funds (7th Framework Programme on Research & Development in particular) and 25 % through sponsorship.

	The association is composed exclusively of companies:

●

➤ The full members are necessarily companies (69) contributing at all levels of the production chain, from raw
materials to the final installation.
➤ The observers (16) are companies (in pre-membership phase) or organisations linked to the photovoltaic
industry (research centres, public services, consultants, government institutions).
➤ The observers (who pay a reduced membership) can also attend all meetings and receive the same information as the full members. The only difference is that they cannot vote.
➤ Because of the rapid development of the photovoltaïc industry, national associations have been created in
several countries. According to the statutes these associations cannot be members of EPIA, but in certain
cases they can participate in working groups.

Summary of subscription fees and votes by importance of the member:
Company turnover

Subscription fee

Number of votes

Under 5 million €

6,000 €

1

5 – 30 million €

11,000 €

2

30 – 100 million €

16,000 €

3

Over 100 million €

21,000 €

4

Observers

4,800 €

0

General assembly: majority and quorum rules
➤ For ordinary decisions, the quorum is 50 % of members present or represented; the quorum is raised to 2/3
for extraordinary decisions,
➤ decisions in the General Assembly (including modification of the statutes) are taken by majority of votes
cast (voting is by electronic box, very impressive!!!).

Board of Directors: composition and voting
➤
➤
➤
➤

 he Board is composed of 8 members including a President and 3 Vice-Presidents,
T
the Secretary General participates in Board meetings without the right to vote,
decisions are taken by majority of votes,
if there is no majority, the President holds the deciding vote.

EPIA is a remarkable lobbying machine. What are the reasons for this success? First a concrete strategic vision,
regular audits, a dynamic Secretary General, and a mobilisation of companies. The result: EPIA combines a strong
mandate and strong credibility. A must!
EPIA – 63 rue d’Arlon – 1040 Brussels – Secretary General (ai): Eleni Despotou – www.epia.org
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A mixed organisation, part professional association – part NGO:
ELO (European Landowners Organisation)
	Strategy: a combination of legislative lobbying, a think-tank, international conferences, and projects which are of-

●

ten managed in direct cooperation with the European Commission. Their main areas of interest are: agriculture,
rural areas, environment, enterprise, land property management.

	Satellite Projects:
➤ R
 ISE Foundation: aims to promote innovative investment in sustainable development in rural areas affected by

●

the reduction in Structural Funds. President : Franz Fischler, former Commissioner for agriculture.
➤ ELO Wetlands and Water Award to European Realisations (W.A.T.E.R.). This annual prize created by ELO and
its partner Euroducks International rewards European initiatives by rural authorities, companies and institutions
contributing to the protection, conservation and sustainable management of water and wetlands.
➤ The Environment and Soil Management Award: this prize encourages new projects in soil conservation in line
with the preventative approach recommended by the European Commission.
●	Staff: 15 people in Brussels.

Members

	A federation of national associations representing the interests of all landowners and/or rural businesses in the EU

●

27. Today, 49 national associations are members of ELO.
●	Friends of the Countryside constitutes a network of individual members (generally noteworthy) who are
extremely influential at national, regional and local level. This is very useful for the visibility of ELO.

Partners

	There are 35 partners for transversal cooperation on dossiers of common interest : BNP-Paribas, FACE (Fédéra-

●

tion des Associations de Chasse et de conservation de la faune sauvage pour l’UE / Federation of Associations for
Hunting and Conservation of the EU), EISA (European Initiative for Sustainable Development in Agriculture),
Eco-carbone, Eurogîtes, Syngenta, BUSINESSEUROPE.

Consultative Committee
Think tank composed
of members of European
civil society.
Advises the Secretary
General.

Policy Group
High level group of agricultural and rural experts.
Endorse the position
papers of the ELO.

ELO
Permanent Secretariat

ELO
Board of Directors

Member Organisations
& Associate Members:
Associations of rural
landowners of EU27

Friends of the
Countryside
Local network composed
of individual members.
An important area
of influence for ELO.

Strengths and weaknesses

	ELO expertly fills a gap left by the agricultural organisations (notably COPA).
●	Heavily focused on transversal alliances and projects with partners.
●	Very close to the European Commission and Parliament. Weakness: an elitist image.
●

ELO – rue de Trèves 67 – 1040 Brussels – General Secretary/CEO: Thierry de l’Escaille – www.elo.org
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3. The operational structure of European associations
European associations seldom have an efficiency audit. Personally, I have been asked to carry out an
audit 5 times in 10 years. Not many! The lack of enthusiasm which European associations show for
self-evaluation reveals their administrative, even bureaucratic, nature.
From time to time, a client asks me to perform a “mini-audit” of an association of which he is a member
or a manager. This audit – which only takes a short time – analyses 3 criteria:
➤ No 1: are decisions made by unanimity or majority?
➤ No 2: what percentage of the budget is dedicated to lobbying?
➤ No 3: how much autonomy does the Secretary General have?
Of the three questions, two concern decision-making by the members and the Secretary General
which we will see is a central role.

A. Unanimity voting leads to impotency
The question of voting at the heart of a European association needs to be examined on several levels:
at the level of the General Assembly: here things are clear. Unanimity is very rarely required (except for certain modifications to the statutes). The rules on majorities and quorums
vary from one organisation to another, but they all respect the distinction between “ordinary
decisions” (weak quorum and simple majority) and “extraordinary decisions” (higher quorum
and qualified majority). Also, in general votes are weighed according to the relative importance
of members. There is nothing extraordinary here.

●	First,

●	The

situation is very different in the Board of Directors where several systems exist:

➤ The most common situation is unanimity voting, seeking consensus via the lowest common
denominator.
➤ A notch higher in terms of efficiency is the concept of “highest common factor” conceived by
Tony Long, Director of the WWF European Policy Office. We can translate this as “highest
common denominator” achieved thanks to a greater willingness from the association
and through the capacity of the Secretary General and the President to manage conflicts
between members.
➤ Third level of effectiveness: intense negotiations between the members, and where necessary,
qualified majority voting with a statement outlining the minority positions.
➤ The maximum possible level of efficiency: systematic voting by qualified majority with no
indication of minority positions.

The voting in the Administrative Council of a European
association is a key factor in its effectiveness.
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➤ Excluding very specific cases, we can say in general that the more an association votes, the more
effective it is. The more it seeks consensus, the less effective it is.
➤ In our opinion an association which confines itself to unanimous positions is a club, that is to
say a representative structure, but not an influential one. It therefore fails to achieve its goals.
the voting system at the level of the Bureau – an organ often composed of the most
representative members of the association to support the Secretary General – is of a totally
different nature. Here, as we have stated, it is less a question of decision-making, than of supporting the permanent Secretariat. Therefore, voting is rare at this level, where it is important
to create coherence between the members to enable the Secretary General and his team to work
effectively.

●	Finally

B. The role of the Secretary General in the decision-making process
The Secretary General (and his team) is the driving force of a European association; he holds an important position in the structure.
In brief, three systems can be envisaged:
●
●
●

the Secretary General is also a member of the Board,
the Secretary General manages his team, but not the special committees,
the Secretary General is fully involved in the daily work of the association.

The Secretary General is also a member of the Board
This, in our opinion, is the worst system, because the Secretary General has a conflict of interests,
intervening in the management of the association and in the audit of this management.
In doing so, he acts as a dictator, and placing the association in the hands of an employee in this way
is not acceptable. Also, a second hypothesis is that he takes advantage of his dual role to block any
progress. This is particularly true, and regrettable, when the Board votes by unanimity.

General Assembly

Board of
Directors
The Secretary General
is member of the Board
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This system, fairly common in the past, is today limited to several European associations who have
kept at their helm a “Historical Secretary General.” It should nevertheless be eliminated completely,
being entirely counter-productive for the association.
The Secretary General manages his team, but not the specialised committees
This equates to the idea of a “weak Secretary General” or “administrative Secretary General”
who manages his team, organises meetings, participates in discussions, but has no political influence, this being devolved entirely to the Board of Directors, the Bureau and the President of the
association.

General
Assembly

Board of
Directors

Bureau

Specialised
Committees

Secretary
General

Permanent
Secretariat

We can see clearly that in this structure, the power is held by the members. The technical dossiers
discussed in the specialised committees are submitted directly to the Board, without any input from
the Secretary General whose leadership here is inexistent.
Even worse, the Presidents of the special committees work directly with colleagues of the Secretary
General, who finds himself excluded twice.
This system, by far the most common in Brussels, leaves the Secretary General with an execution role,
which we believe is a big mistake.
In our opinion, the Secretary General should execute the entirety of the policy defined by the Board.
Notably, it is the Secretary General who, thanks to his intimate knowledge of the members and
dossiers – alongside the President – should manage the disputes between members and give more
conviction (hence credibility) to their position papers.
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The Secretary general is fully involved in the daily work of the association

General
Assembly

Board of
Directors

Bureau

General Secretary
+
Permanent Secretariat

Specialised
Committees

This is the only effective structure: it gives the Secretary General an administrative and strategic role.
He goes from observer to actor: he is responsible for the decision-making process under the authority of
the President, the Bureau and the Board, with the clear support of the Bureau.
In general it is not the statutes – but custom – which dictates the choice between a “strong Secretary
General” who coordinates the activities of the special committees and an “administrative Secretary
General” who deals with the daily management of the association, without any political power.
In effect, the life of a European trade association is cyclical. What if the members elect a charismatic
Chairman? Suddenly the association becomes more pro-active, more operational. It appoints a new
Secretary General who is more engaged and dynamic. All this happens without necessarily modifying
the statutes.
On the other hand, after several years of intense lobbying, of managing conflicts between members,
of battles with rival lobbies, the associations get tired of their charismatic President and the leadership of their Secretary General.
By compensation – and with the key objectives having been achieved – the association will choose a
less demanding Chairman and a less active Secretary General who will give the association a more
defensive, less communicative, and less “winning” approach. All this happens without necessarily
modifying the statutes.
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The cycle towards a new charismatic President and hands-on Secretary General will no doubt be
renewed several years later when it becomes necessary. This is what I call the “Secretary General
Syndrome”.

Efficiency

The Secretary General cycle

Defensive and
consensual
operation of
the association

Influence

Pro-active and
operational
management of
the association

Year 1

Year 15

4. European associations and national associations: who’s in charge?
At management level, there is a fundamental difference between European and national associations:
➤ All the evidence shows that a national trade association is managed by its President who
holds all the power. The Secretary General only has delegated power, on ongoing matters.
Nothing happens without the explicit agreement of the President who also retains the role
of communicator and representative.
➤ This situation stems from the fact that the President of a national association is physically
present and dedicates most of his time to running the association which has elected him. Experience shows that the Presidency of a national association is virtually a full-time position.
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➤ This isn’t the case for a European association, whose President – of French, German, Czech
nationality – is often away from Brussels, which forces him to delegate part of his powers of
representation, communication and decision-making to his Secretary General.
	A second reason for this distance between the President and his association relates to his
relative ignorance of the EU decision-making process and the mysteries of the Union. He
is very knowledgeable on national procedures, very involved in his national networks, but
cannot master the EU labyrinth, which leads him to rely more and more on his Secretary
General.
The management of a European trade association is one of the most challenging jobs imaginable. To
be blunt, the Secretary General always does too much or too little:
➤ He can adopt a low profile, a conciliatory approach based on an absence of risk and the
pursuit of the lowest common denominator. The result? After several years he will bore the
members, who will recognise the inefficiency of the association;
➤ Alternatively, he imposes himself as a leader, gets involved in the conflicts, pushes for a
strong consensus and becoming very visible, exposes himself to being shot down (a victim of
his own success, more and more is expected of him, or worse, he upsets the natural order of
things).
As you understand, I am in favour of a “strong Secretary General” for the management of a European trade association.
There is no doubt; the most efficient lobbying organisations are all – without exception – managed by
a highly competent professional, with strong authority and a high personal engagement.
A successful lobbyist can come from a variety of professional and educational backgrounds. He/
she could be a lawyer, an engineer or a scientist. The route is not fixed, there are many ways into this
profession.
On the other hand, a detailed study will show you that those in charge of Brussels’ most successful
associations will have three core characteristics: high competence, strong authority, and a high level
of personal involvement.

A European association which confines itself to unanimous
positions is not a lobby, it is a club; that is to say a representative
structure but not an influential one. It fails to achieve its aims.
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5. The audit: how to evaluate the performance of a European association?
In its original version, which ran to 40 questions, this grid was conceived at the request of a European
association anxious to evaluate its influence.
At a team-meeting of the association each staff member – including the Secretary General – anonymously completed a copy.
The result?
●	Very similar responses were received across the board, as if

each person held the same objective

opinion.
●	A global average of

1.85 for the association (maximum 4) corresponding to the feelings of those

present.
I strongly recommend that you take the test, which since then has been further enriched. You will
think that some questions are missing, or some are unnecessary. But overall this test gives an infallible
measure of the performance of your association.

70-question survey to assess the efficiency
of a European trade association
Location – Resources – Mandate
7 Parameters

Evaluation
4

3

2

1

Is the association based in Brussels?
Is the office close to the European Institutions?
Does the association have sufficient human resources to meet its objectives?
Does the association have sufficient financial resources to meet its objectives?
Does the association represent a sector important to the European economy?
Does the association have members from all 27 Member States of the EU?
Do other European associations represent the same sector?
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Information – Legislative monitoring
Evaluation
4

3

2

1

Does the association conduct regular monitoring of EU policy and legislation?
Does the association focus its monitoring on dossiers specific to its sector?
Is the monitoring regularly reviewed?
Does the association provide a database/intranet for its members?

database

Internal

legislative
monitoring

8 Parameters

Does the database contain all the necessary information?
Is the database regularly updated?
Do the members use the database regularly?
Is the database protected against use by unauthorised persons?

Networks
7 Parameters
Does the association receive first hand information from its contacts?
Does the association take part in discussion groups and think tanks?

contacts

External

Has the association identified the MEPs who are influential on its dossiers?
Does the staff of the Secretariat attend meetings of Parliamentary committees ?
Has the association identified the key official for its dossiers
in the European Commission, Comitology groups and Expert groups?
Has the association identified the other key actors:
professional associations, NGOs, trade unions?
Has the association identified the key journalists at EU level?
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Interaction between the Secretariat and the Members
10 Parameters

Evaluation
4

3

2

1

monitoring

Is information rapidly circulated?
Is the information passed on to those concerned?
Is the information presented in an attractive manner?
Do the members react quickly?

Internal

Does the information correspond to the members’ needs?

coordination

Are the members and the Secretariat in regular contact?
Is there a regular exchange of information between the members and the Secretariat?
Does the Secretariat organise regular team meetings?
Are the responsibilities in the Secretariat clearly allocated?
Do the European Commission and Parliament regularly
contact the Secretary General and his Secretariat?

Communication
8 Parameters

Evaluation
4

3

2

1

internet

Does the association have a professional website?
Is the information presented in a clear way?
Is the information available in all the key languages of the EU?

External

Is the website regularly updated?

publicity

Has the association created a strategy to improve its visibility?
Does the association have a “communicative attitude”?
Does the association write press releases concerning its sector
and measure their impact?
Does the association sponsor certain media or events linked to the EU?
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Influence – Lobbying
25 Parameters

Does this plan comprise tangible objectives in terms
of lobbying or EU funding?
Is the strategy based on anticipation and pro-activeness?

capacity to react

Internal

strategy

Does the association have a medium-term strategy?

Does the association have a decision-making structure allowing it to act quickly?
Is 50 % or more of the budget dedicated to lobbying activities?
Is the association’s budget organised by project or by
lobbying campaign?
Does the association conduct internal audits?
Is the association subject to external audits?
If yes, does the association put the recommendations into place quickly?

position papers

Are the association’s position papers credible?
(do they propose viable solutions?)
Is there coherence between the different position papers of the association?
Does the association address personalised position papers
to targets it has identified as important?

External

Are the position papers adapted to each phase of the legislative process?
Does the association participate in consultations of the European Commission?
Does the association participate in consultation committees
and expert groups set up by the Commission?

coalition structures

Does the association have regular contact with MEPs?
Do members of the Secretariat meet with important
MEPs and officials?
Does the association have regular contact with the Secretariat
of the Council?
Does the association seek to build alliances with NGOs and trade unions?
Does the association seek to build alliances with other industries
or trade organisations?
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Does the association regularly propose amendments to the European Parliament?
lobbying methodology

The Secretary General

External

Does the association have a pro-active approach?
(does it plan in advance as much as possible?)

Does the association encourage the Commission to submit proposals?
Does the association directly coordinate its members lobbying
activities on a national level?
Is the Secretary General capable of managing conflicts between the members?
Is the Secretary General capable of making decisions?
Is the Secretary General’s leadership accepted?
Does the Secretary General have concrete experience in European lobbying?
Does the Secretary General have a solid technical understanding
in the area of expertise of his association?

70 parameters
TOTAL POINTS
AVERAGE

Analysis of results:
➤ an average of 3 and above shows a remarkable performance,
➤ 2.5 signifies a satisfactory level of performance, with certain weaknesses to address,
➤ 2 or less: a reform of the association is urgent.

Methodological performance has to go hand in hand with the appropriate
lobbying strategy (see Part Three – chapter 6).

A European trade association remains the best vehicle for lobbying, but …
A European trade association remains the best vehicle for lobbying. All other solutions (lobbying
via a national association, a platform of businesses, an individual company) appear to us to be less
effective.
If a European trade association wants to be on top of the game, then it must conform to the best
practices for influencing the EU Institutions:
➤
➤
➤
➤

a capacity to anticipate information and to place itself “upstream”,
a willingness to manage conflicts and adopt credible positions,
a capacity to create transversal alliances from producer to consumer,
a strong visibility – a constant interest in clear and targeted communication.
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CHAPTER 3:
NON-GOVERNMENTAL ORGANISATIONS (NGOs)
A. The NGO platform in Brussels (the Civil Society Contact Group)
B. The position of NGOs in the EU arena
C. The strategy and working methods of NGOs
D. NGO/business partnerships

The NGOs established in Brussels are an unknown entity. A kind of Terra incognita. Everyone knows
WWF, Greenpeace and Oxfam. But knowing who they are, is far from knowing how they are organised.
However, European trade associations and industries understand the growing influence of NGOs
among the EU Institutions and the need to get to know them better, even to collaborate with them.

A. The NGO platform in Brussels (the Civil Society Contact Group)
The first shock when studying the panorama of NGOs in Brussels is the discovery of their extraordinary level of organisation (the word is not too strong) via the creation and management of a platform
of NGOs called the “Civil Society Contact Group” (CSCG).
This platform illustrates :
➤ An extreme fragmentation of NGOs comparable to that observed for the trade organisations in Brussels.
This fragmentation is compensated by an exceptional organisation of the NGOs:
➤ The CSCG doesn’t have a strategic or decision-making role, but a role of informationsharing among the members of the platform. Its Director Elodie Fazi has, essentially, the
role of a coordinator.
➤ Even more amazing, not only does the platform unite the European NGOs, but it structures
them around 7 pillars according to which the members will work in synergy and according
to strict specialisations.
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Civil Society Contact Group
CSCG

Environment

Public Health

Social

Development

Human rights

Women’s
rights

Culture

GREEN 10

EPHA

SOCIAL
PLATFORM

CONCORD

HRDN

EWL

EFAH

European
Public Health
Alliance
10

99

Confederation Human Rights
European
European
for Relief and and Democracy Women’s Lobby Forum of the Arts
Development
Network
and Heritage
51

39

37

98

88

422 associations

Environment
GREEN 10
Public Health
EPHA
Social
SOCIAL PLATFORM
Development
CONCORD
Human rights
HRDN
Women’s rights
EWL
Culture
EFAH

WWF – European Policy Office – Friends of the Earth Europe (FOE) – Greenpeace
European Unit – European Environmental Bureau – EPHA Environment Network
(EEN) – Climate Action Network Europe – Birdlife International
(EC Office) – CEE Bankwatch, …
European Heart Network – European Patient Forum – European Network for Smoking
Prevention – European Aids Treatment Group – World Cancer Research Fund
International (WCRF) – EUROCARE – European Breast Cancer Coalition, …
European Anti Poverty Network (EAPN) – European Blind Union (EBU) – European
Disability Forum (EDF) – European Network of the Unemployed (ENU) – European
Network Against Racism (ENAR) – European Social Action Network (ESAN) –
Red Cross EU Liaison Bureau, …
OXFAM – CARE International – Caritas Europa – Handicap International –
SOLIDAR – Action Aid International – International Save the Children Alliance, …
Amnesty International (EU Office) – Human Rights Watch (HRW) – International
Federation for Human Rights (FIDH) – Open Society Institute World Organisation
against Torture (OMCT) – World Vision – Movement for Peace, Disarmament
and Freedom (MPDL), …
European Centre of the International Council of Europe (ECICW) – Women’s
Commission of the International European Movement – European Federation of women
working in the Home (FEFAF) – European Federation of Business and Professional
Women – International Federation of Women in Legal Careers, …
Performing Arts Employers Association League Europe (PEARL) – Association
des centres culturels de rencontre (ACCR) – European Cultural Capitals and Months
(ECCM) – Association Européenne des Festivals, …
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The specialisations of the members of the Green 10 are imperative, any overlap between them is
forbidden. If you ask an NGO representative about an area which doesn’t enter into his/her field of
competence, he/she will send you automatically to the competent NGO.
Competences of the members of the GREEN 10
Bird Life
International

Development of agri-environmental programmes – Natura 2000 –
Birds and habitats – Forest protection – Fisheries

CEE Bankwatch
Network

Waste prevention and management – Gas and petroleum projects – Prevention of nuclear
development – Promotion of energy efficiency measures in development policy

Climate Action
Network Europe

Climate change – Emissions trading in the EU – Renewable energy – Energy efficiency

EPHA –
Environment Network

Agriculture & GMOs – Climate change – Urban environments – Toxic waste –
Water quality – Air quality

European Federation
for Transport &
Environment

Aviation – Transport costs – Shipping – European investment in transport
and infrastructure – Vehicles and fuels

Friends of the Earth

Biotechnologies – Climate change and energy – Business – Sustainability – Environment

Greenpeace
European Unit

Climate & action against CO2 – emissions – GMOs – Limitation of nuclear development
– Fishing and over-fishing – Protection and management of forests – Toxic materials

International Friends
of Nature

Agriculture – Sustainable regional development – Environmental education – Tourism

The European
Environmental
Bureau

Agriculture – Biodiversity – Waste – Soil protection – Air pollution – Chemicals

WWF European
Policy Office

Sustainable agriculture – Climate change & energy – Emissions trading – Fair trade –
Forestry – Natura 2000 – Fishing

Finally, we should note:
➤ The European Trade Union Confederation (ETUC) is not a member of the platform, but it
is associated to it and has observer status. In practice, ETUC is not heavily involved in the
CSCG, it is a virtual partner. However, ETUC works in direct partnership with the European Environmental Bureau.
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➤ The only large NGO not belonging to the platform through a strategic choice is BEUC –
The European Consumers Association.

B. The position of NGOs in the EU arena
Are NGO directors lobbyists?
All the evidence says yes. It is a redundant question. When one asks John Hontelez, Director of the
European Environmental Bureau, his reply is clear: “yes, we are lobbyists, although the expression
‘representatives of interest groups’ suits us better.” It is the same story with Karla Schoeters, Climate
Action Network Europe: “It is difficult not to be a lobbyist when you are active in Brussels, but we
prefer the expression ‘policy influencers’.”
NGOs are clearly lobbying structures, even if they aim to represent general interest or more precisely
social interests. Like trade associations (which represent sectoral interests), their aim is the adoption
of community directives and regulations in line with the interests they represent.
Legislative lobbying, EU funding search, project management alongside the Commission: NGOs are
lobbyists, from a certain point of view, even more so than trade associations!
A recent evolution towards stronger technical credibility
Many people continue today to think that NGOs are good communicators, but don’t know their
dossiers well enough. This used to be true, it no longer is.
At the start of the 1990s, the NGOs present in Brussels covered three main dossiers: the Common
Agricultural Policy, food and nutrition legislation and the WTO. With, it must be said, a particularly
weak level of expertise. In this way the NGOs were absent from the Uruguay Round negotiations
(1987/92), their mistake being to underestimate their importance.
The situation has changed since a few years ago and the NGOs have gained real technical credibility.
Two examples come to mind:
➤ ATTAC, whose opposition to globalisation is based on concrete technical expertise concerning
WTO regulations,
➤ OXFAM, whose last report on the reform of the sugar regime was a model of clarity and
technical precision.
A privileged relationship with the European Institutions
In practice, the European Commission gives preferential treatment to NGOs. This privileged relationship – which is a kind of positive discrimination – is much less evident in relations with the European Parliament and the Council of the EU.
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This privileged relationship with the Commission is found at all levels:
➤ contacts: the NGO label clearly opens the doors of the Commission and makes it easier to
gain a meeting with officials,
➤ meetings: reluctant as officials are to lend their support to an event organised by industry,
they are very happy to attend seminars of the WWF, OXFAM, BEUC …
➤ trade unions consumer organisations, environmental, rural and social NGOs … they all have
an incomparable ease of access to community funding and pilot projects,
➤ certain NGOs’ budgets, officially or unofficially, correspond to subsidies which are attributed
to them or to programmes they are running under the aegis of the Commission. One remembers the programme “Give a soul to Europe” largely oriented towards the religious NGOs!
This “NGO premium” is not without consequence:
➤ it favours the fragmentation which we have already observed and encourages the creation of
new associations,
➤ it leads certain economic interests to opt for classification as NGOs,
➤ and it reinforces, naturally, the influence of NGOs in the decision-making process.

For many reasons (mandate, credibility, specialisation,
communication, decision-making capacity, results-oriented
actions), NGOs have considerable influence in Brussels. To be
precise: the average influence of an NGO is currently superior
to that of a European trade association,
which makes one think!

C. The strategy and working methods of NGOs
Are the strategy and tactics of NGO lobbying comparable to that of a European trade association?
The answer to this question is both yes and no.
In general, it appears to us that NGOs and trade associations are very similar in terms of upstream
lobbying (in other words preparation), but very different in the downstream phase (execution).
NGOs and trade associations: similarities in upstream lobbying
Upstream lobbying techniques apply equally to NGOs and European trade associations.
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By upstream lobbying we understand:
➤
➤
➤
➤

the capacity to obtain pertinent information,
dissemination of information amongst members,
impact assessments (social or economic) of a legislative proposal,
mobilisation of human and financial resources.

This last point deserves an explanation. The NGO sector has furthered the idea of a considerable
difference between the human and financial resources which are available to them, and those available
to European trade associations.
Nothing could be further from the truth. The average size of an NGO is only marginally smaller than
that of a trade association. The large NGOs are on a par with the large trade associations, in terms
of both the quality and the size of their teams. WWF employs 32 people in Brussels, the European
Environmental Bureau, Friends of the Earth and Greenpeace European Unit each have 15-20 staff
members.
The same is true in terms of finances: Friends of the Earth Europe and Greenpeace European Unit
exceed 1 million euros per year – equivalent to the budget of an average professional association. The
European Environmental bureau and WWF have a budget of between 1.5 and 2.5 million euros per
year. It can’t be said that NGOs suffer from a lack of financial resources.
NGOs and trade associations: very different in terms of downstream lobbying
By downstream lobbying we understand:
➤
➤
➤
➤
➤

concentration on priority objectives,
strategy choices: negative, defensive or pro-active?
intensity of action: aggressive or consensual?
institutional communications,
mobilising the media and public opinion.

On all these points – that is to say the implementation of true lobbying techniques – the strategy of
NGOs and trade associations is radically different:
●	Concentration

on priority objectives is the prerogative for NGOs. While the European associations tend not to set priorities and spread their attention, the NGOs take advantage of their
specialities and concentrate on 2 or 3 dossiers which constitute a principal objective for them.

●	The

choice of strategy: negative, defensive or pro-active? Let’s listen to Jorgo Riss, the
Director of Greenpeace in Brussels: “European trade associations are too reactive and
too defensive. This is normal, as professional associations are by their nature defensive, they want
to protect their position and avoid new regulations. They use, in other words, a blocking stra
tegy”. Tony Long of WWF agrees: “The strategy of trade associations can be divided into three
categories: negative (25 %), reactive-defensive (70 %), pro-active (5 %).”
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●	Intensity

of action: aggressive or consensual? Jorgo Riss continues his analysis: “Not only are
NGOs much more pro-active, they are also much more engaged. They push for solutions, they
act, they inform citizens and propose alternative solutions”. Here too there is no doubt, in so
much as the (average) European association is sensitive, prudent and defensive, the (average)
NGO is determined, combative and engaged.

●	Institutional

communications: The heaviness of the decision-making process (increased
actors and complexity) has given communication with the Institutions a key role: expressing
complex concepts clearly, sending the right message, to the right person, at the right moment.
Communication has become an indispensable tool for lobbying.

	NGOs are masters of this game. Not only do they communicate well (that is to say clearly),
but they communicate subtly: they know how to measure the message, how to make it grow in
intensity, and how to give it a personal touch.
	An analysis of NGO campaigns in the European Parliament is very revealing: the persona
lisation of the message and its adaptation to each stage of the procedure are key. In terms of
communication, European trade associations are one step behind, if not two!
●	Mobilising the media and public opinion: The rules of

communication with the Institutions can be
repeated for relations with the press. To generalise, the press is considered an enemy by the trade
associations and an ally by the NGOs. All the evidence shows that the press plays a central role
in very public dossiers such as REACH or Genetically Modified Organisms. One side (NGOs)
knows how to use the press; the other doesn’t. It doesn’t dare. Even worse, it doesn’t know how.

Who manages the NGOs?
Answering this question is “Mission Impossible.” While the management of trade associations is
clear and statute-based; identifying the “power source” is very difficult in terms of the NGOs.
Each NGO’s Director will explain to you the extreme transparency and democracy of his organisation’s decision-making process. In practice, a European NGO is a two-faced beast: the appearance,
and the reality. Who are the real decision-makers of Greenpeace, WWF or Oxfam??? These global
organisations are not exempt from some shady areas. But that is not the question.
At the level of lobbying campaign management, the Director of the NGO has a power of leadership
which contrasts – again – with the limited powers generally accorded to Secretary Generals of European trade associations.
The Director of each member of the Green 10 is clearly a manager. A “Chief Executive Officer.”
as Tony Long of WWF says. In fact, Jorgo Riss (Greenpeace), Tony Long (WWF), John Hontelez
(EEB), Karla Schoeters (CAN), or Claire Papazoglou (Birdlife) are all managers. This leadership allows them to have a greater influence on the content of position papers than the Secretary General of
a trade association, who is often condemned to accepting the lowest common denominator.
Another example of the leadership of an NGO Director can be found at BEUC (The European
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Consumers Association) where Jim Murray determines the choice of priorities, alliances, strategies
and tactics.

D. NGO/business partnerships
●	NGO/business

and NGO/association agreements?

For Jorgo Riss, “European trade associations don’t generally have contacts with NGOs like
Greenpeace. This is understandable – he adds – because they represent very diverse interests:
large and small companies who are geographically and culturally diverse. It is therefore easier
for an NGO to have contacts with the enterprises themselves, because they know what they
want and express this directly. Moreover, companies believe that cooperation with an NGO or
a more environmental or consumer friendly approach can be beneficial to their business.”
●	Choosing

a type of collaboration: partnerships or ad hoc agreements? In practice, this
depends on the culture of the NGO. Several options are possible:
➤ only two members of the Green 10 accept formal partnerships with companies or associations, they are WWF and Birdlife International;
➤ the European Environmental Bureau has a privileged global partnership with ETUC and
BEUC, but they are informal partnerships; in parallel the EEB makes occasional agreements
with other associations or enterprises (Marks & Spencer, Unilever, KingFischer);
➤ Greenpeace and Friends of the Earth expressly reject formal partnerships with business.
Nevertheless, Greenpeace is in regular contact with a series of companies: Nokia, Samsung,
Sony, Unilever … and Friends of the Earth is not adverse to ad hoc coalitions with some
companies;
➤ “BEUC is open to all forms of alliance with NGOs, trade associations or companies, but
it never concludes permanent alliances. They are only ad hoc arrangements. BEUC and its
allies never establish common position papers. They are simply allies on a dossier. Each one
establishes its own position papers and diffuses them as it wishes, but this naturally follows
a coordinated action plan”.

●	The

hierarchy of NGO and business relations. Let’s listen to Jorgo Riss again: “To be honest,
it’s not easy to work with industry. Two types of contacts are possible with business: the communicators and the decision-makers. Alas, the majority of contacts between Greenpeace and
industry pass via communicators with whom we often find agreement, but they have no decision-making power and therefore nothing happens. For this reason we prefer to work directly
with the CEOs of companies.”

●	Creating

the conditions for sustainable collaboration: this quote from Jorgo Riss also highlights
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the need of NGOs to work with companies which express a willingness to develop a sustainable
relationship. As Karla Schoeters from CAN plainly explains it: “I sometimes have the impression that CAN-Europe is contacted by some large companies due to a sense of having to speak
at least once to NGOs, without any intention of collaboration and without any project on the
table.”

A clarification
by Jim Murray,
Director of BEUC
We do not participate in the NGO platform through
a strategic choice. These NGOs are very focused on
regulation; they always want less of it. At BEUC, we have
a much more liberal approach, much more compatible with
the economy. We are in favour of liberalisation of the energy
sector and BEUC is the only NGO which is not opposed to the
Bolkestein Directive on services.
In general, BEUC does not conclude permanent alliances. Only
“case by case” as points of view can differ from one dossier to
another and “we don’t want to be prisoners of global agreements”.
Regarding trade associations, BEUC is in regular contact with
CIAA, BUSINESSEUROPE, Eurocommerce, ACEA
(car manufacturers). “But we find them too reactive,
too restricted by the lowest common denominator. We
prefer to work directly with enterprises. It is
more effective and it moves faster.”
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CHAPTER 4:
EUROPEAN TRADE UNIONS
A. ETUC: a force to be reckoned with
B. European sectoral social dialogue
C. Why and how to work with ETUC?
To speak of European Trade Unions is to speak of “The European Trade Union Confederation.”
ETUC has a considerable influence and a very low global profile.
As we have seen, ETUC is one of the principal European organisations. Its potential influence is
incredible. The word “potential” is important here because the influence of ETUC varies from one
Commission Presidency to the next.
ETUC was probably at its most powerful during the Presidency of Jacques Delors, from 1985 to 1995:
this era witnessed the creation of the European Works Council, the extension of European social
dialogue, and a systematic consultation of ETUC on all European problems.
Under the Presidencies of Santer, Prodi and Barroso, ETUC has faded in the same way as European
social policy. Officially ETUC retains a high importance with the capacity – in tandem with BUSINESSEUROPE – to elaborate protocol agreements which the Commission will then transform into
regulations. But in this period of ultra-liberalism, the ETUC-BUSINESSEUROPE agreements are
more feeble … the most recent relate to telecommuting (2002) and combating stress (2004). Since
then, a little activity (a frame agreement on harassement in the work place – april 2007).
But even though the European Union’s legislative work is suspended in the social realm, ETUC
remains a central stakeholder.

A. ETUC: a force to be reckoned with
The European Trade Union Confederation has a double structure:
➤ a central structure: 81 national associations from 36 countries,
➤ a peripheral structure: 12 European sectoral federations.
At present sectoral federations represent the true power of ETUC. Indeed, the central structure – the
Confederation and its national organisations – is the most visible level, but not necessarily the most
influential, because ETUC suffers from the ultra-liberal policy of the Commission and the trend for
deregulation which it creates alongside BUSINESSEUROPE.
This loss of global influence is alleviated by the importance of the 12 sectoral federations of ETUC.
Some of them are very important: notably EFFAT (European Federation of Food, Agriculture and
Tourism Trade Unions), EMCEF (European Mine, Chemical and Energy Workers’ Federation), EPSU
(European Federation of Public Service Unions), …
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UNIEUROPA
Union Network
International

EAEA
European
Arts &
Entertainment
Alliance

EUROCOP
European
Confederation
of Police

ETUFTCL/ FSE-THC

EFBWW/
FETTB
European
Federation of
Building and
Woodworkers

European Trade
Union Federation,
Textiles Clothing
and Leather

ETUCE/
CSEE
European Trade
Union Committee
for Education

EFFAT
European
Federation of
Food, Agriculture
and Tourism
Trade Unions

European,
Industry
Federations

ETF
European
Transport
Workers’
Federation

EFJ/FEJ
European
Federation of
Journalists
EPSU
European
Federation of
Public Service
Unions

EMF/FEM
European
Metalworkers
Federation

EMCEF
European
Mine, Chemical
and Energy
Workers’
Federation

These European sectoral federations are essential because they are a compulsory contact for the
Commission and the cornerstone of European social sector dialogue.

B. European sectoral social dialogue
European social intersectoral dialogue, which unites ETUC, BUSINESSEUROPE, UEAPME and
CEEP (Confédération Européenne des Entreprises Publiques/European Confederation of Public
Enterprises) is completed by a sectoral dialogue whose dynamism for several years contrasted the
languidness of intersectoral dialogue.
Since 1 January 1999, sectoral social dialogue committees have been set up in about 40 sectors, ranging
from agriculture to furniture, via insurance and industrial cleaning.
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Set up on a voluntary basis, these committees are composed of a maximum of 50 representatives and
social partners: half of which are employers, the other half employees. Meeting on average 2-3 times
a year, they express their opinions on community projects concerning them, and try – with varying
success – to agree upon specific sectoral positions.
Several of these sectoral agreements deserve to be mentioned to underline how an effective social sector dialogue committee can be a strong lobbying tool:
➤ Air transport: Recommendations on the working time of ground staff,
➤ Local public services: Declaration on the modernisation of public services,
➤ Agriculture: Framework agreement on employment and working time,
➤ Sugar: Joint declarations on apprenticeships and developing countries,
➤ Business: European agreement on guidelines for telecommuting.
In this way, European sectoral social dialogue is at the root of transversal lobbying. We will see this
in more detail in the third part of this book.

C. Why and how to work with ETUC?
Why work with ETUC?
Even though ETUC is suffering from the lull of social Europe, as we mentioned earlier, it remains
nevertheless a privileged point of contact for the European Institutions:
➤ In general its influence in the Commission is in decline, even though DG Employment still
has considerable powers and ETUC is still very much respected by many high level officials
and Commissioners.
➤ The European Parliament, and especially the European Economic and Social Committee
are active paths of communication for ETUC. The EESC (at the heart of which ETUC is
particularly active) notably enjoyed a decade of high activity in the 1990s, reaching its peak
with the adoption of the Charter of Fundamental Rights (1999).
➤ This having been said, the main contact point for ETUC is the Council of Ministers, via
national trade unions which are capable of contacting any given minister at any given
moment.
Why work with ETUC? Asking this question is the same as asking why one should refuse to collaborate with one of the main – and possibly the most important – networks of influence in Brussels.
In any European dossier ETUC or its sectoral member federations have something to say:
➤ A solution can be found to any industrial dossier with the support of ETUC. One recalls
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that during the discussions of the anti-Michelin draft recommendation in the European
Parliament in 1999, ETUC remained neutral, and that Michelin then created the European
Enterprise Committee several months later, which it had refused until that point to form. By
chance or by agreement?
➤ All sectoral social agreements create a climate of confidence susceptible to becoming a strategic alliance. The effective alliance between EFFAT (food industry unions) and the CEFS
(European sugar manufacturers), which came about between 1990 and 1995 to defend the
sugar regime and to fight against the Uruguay Round, clearly had its origins in the technical
work of the sugar industry’s social dialogue committee.
➤ The same is true for all legislative projects where the position of employers is considerably
strengthened when they present a united front with the workers’ unions. For example, we will
just mention briefly the common position of CEFIC/EMCEF on REACH and the framework agreement of COPA/GEOPA on working time and employment in agriculture.
How to work with ETUC?
First it is important to understand clearly the organisation and its central structures and European
sectoral federations:
➤ At the heart of the organisation it is just as important to have a good personal contact with
John Monks or his predecessor Emilio Gabaglio, as it is to keep company with Philippe de
Buck, Secretary General of BUSINESSEUROPE.
➤ In terms of the sectoral federations, it is as important to know Harald Wiedenhofer of EFFAT
(food), Reinhard Reibsch of EMCEF (chemicals) or Marc Sapir of ETUI-REHS (healthsecurity) as it is to know any Commissioner or Director General of the Commission.
➤ Confidence is not won in a day, and so it is recommended to work with ETUC on concrete and
limited projects, before thinking about a more strategic alliance, or a lobbying coalition.

In order to be heard by ETUC it is necessary to be
“persona grata,” that is to say one should have shown one’s
convictions throughout the years and have a major interest in
European social dialogue. ETUC never forgets the services
and support it is offered.
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CHAPTER 5 :
EUROPEAN REPRESENTATION OF BUSINESS
A. A trend for reducing the size of European representations
B. The choice of representative for a large company in Brussels
C. Strategy of multinational companies in Brussels

Approximately 500 multinationals have established a representative office in Brussels. This number
hasn’t fluctuated greatly in the last ten years. In contrast to the way we have described NGOs and
European trade associations, the working methods of multinational enterprises are all very unique.
This all depends on the culture of the company, its Anglo-Saxon or European roots, the level of priority
it gives to EU affairs, the involvement of senior management, the choice of Director of the Brussels
office …

A. A trend for reducing the size of European representations
The early 1990s were witness to a huge expansion of multinational offices in Brussels.
The three most eye-catching examples are:
➤ Alcatel European Office (25 staff),
➤ Philip Morris International (up to 40 staff),
➤ Ferruzzi Group (30 staff).
It was soon realised that this large presence was counter-productive: too expensive, too arrogant
(one thinks of the large offices of Feruzzi, a major recipient of farm subsidies, directly opposite DG
AGRI!) and leading finally to a negative image for the companies.
The typical structure of a company’s representation in Brussels is as follows:

Precise mission statements:
Short/medium/long term
objectives.

A network of contacts at all
levels of the company
hierarchy.

Small team comprising 1 Director
(a well-respected manager within
the company), 1 deputy and
1 well-qualified member of
support staff.

Direct link to
the company hierarchy.

1 or 2 European consultants
for specific or technical
missions.

Part One: Lobbying structures

63

Chapter 5: European representation of business

Remarks:
➤ A direct link between the Brussels representation and the CEO of the company is essential,
especially in times of crisis when swift decision-making and intervention is crucial.
➤ The organisation of a good network of national contacts and experts within the company
is equally important for the efficiency of the Brussels office. This ensures the capacity to
transfer lobbying actions to the national level, the dissemination of European information
to subsidiaries, and the coordination of the contribution of the company’s experts to European professional associations.
➤ The Director of the Brussels representation of a large company is first of all a conductor: the
driving force of his team, leader of his consultants, a link with his national colleagues and
hierarchy, a permanent observer of the EU labyrinth, and at the same time a diplomat,
strategist and decision-maker.
➤ As the diagram shows, today the average size of a large company’s office in Brussels is
about 4 - 5 staff (the minimum size is 2 – a director and an assistant – and the maximum is
10 - 12).

B. The choice of representative for a large company in Brussels
This is not a redundant question. Two solutions can be envisaged:
➤ recruit an external specialist in European affairs who has the disadvantage of not knowing
the culture of the company,
➤ select an executive from the company who understands the culture, technical issues, and
products, but has no, or very little, knowledge of European lobbying.
In the past, the first option was most common. This generally produced disappointing results. Now,
the most popular option by far is to appoint a company executive and train him/her in lobbying techniques through several months of coaching or specialised training seminars.

C. Strategy of multinational companies in Brussels
During the preparation of this book we asked 50 high-level practitioners to name the most effective
companies in European lobbying.
This survey, which has no scientific value, is nevertheless very enlightening. Unilever is clearly on top,
followed by Dow Chemical and the “Scandinavians”: Nokia, Ikea and Tetra Pak.
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Organisation and strategy of Unilever in European affairs
●	Globally

Unilever considers itself to have “quite a good brand image” the company
doesn’t appear like a large American multinational (unlike Coca-Cola); neither does the
group have a strong national identity (contrary to Danone, which is very French).

●	The

company is deeply involved in the associations of which it is a member (CIAA, UNESDA, CIUS, IMACE …). Very active in the life of these associations, Unilever is very
influential and holds key positions (Presidencies, Vice-Presidencies, Presidencies of Technical Committees …).

●	Unilever’s

involvement in European trade associations leads to a standardisation of the
actions of those invited to work with the associations: synergy of behaviour, increase in
information sharing, coherence between the different associations …

●	On

this subject, we can draw a parallel with the political world. Instead of acting in
a communal spirit within the Council of Ministers, France will systematically adopt a
French position. With Unilever, it’s the opposite: they play the European game, they get
into the European spirit, and they have a strong influence because they are credible and
motivated.

●	For

each lobbying dossier, Unilever analyses what is the best vector of influence: should
they act through the association, or alone? Usually Unilever chooses to act through the
association, at least on the most important dossiers. Sometimes the company decides to
act alone, and sometimes this is a mistake! In that case, which is fortunately rare, it is clear
that the initial analysis lacked attention.

●	The two global managers of

the group (Mr. Cescau and Mr. Burgmans) are very involved
in European affairs. They visit Brussels regularly, are engaged in the dossiers, and often
meet MEPs and Commissioners. This personal involvement of the two managers has a
“knock-on effect” at all levels of the company.

●	Unilever

is very committed to Corporate Social Responsibility, notably through two initiatives: “Sustainable agriculture” and “Sustainable fisheries.” The company has built
partnerships with numerous NGOs. The result is a “global network” covering upstream
actors (suppliers, the agricultural world) and downstream actors (consumers, NGOs …).

This analysis is based on a conversation between the author and Marc Painsmaye, Euro
pean Purchasing Manager, Sugar & Sweeteners, of Unilever and President of CIUS
(Comité des Industries Utilisatrices de Sucre/Committee of Sugar-using industries).
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Organisation and strategy of Dow Chemical in European affairs
Martina Bianchini, Director Government Affairs and Public Policy Dow Europe, believes that
there are two main types of lobbysts. First, those who are very politically-minded: former ministers, former ambassadors with high-level political networks.
The other type is made of people with a mixture of competences: technical skills, institutional
networks, and lobbying experience. She belongs to this second category and believes that it is
the most effective of the two. From a scientific background, she can work shoulder-to-shoulder
with the experts in her company, which is not true of “political lobbyists.”
Dow Europe has the same vision as Unilever in terms of their participation in European trade associations. For example, Dow Europe was particularly active in the re-engineering of Plastics
Europe to increase the efficiency of the association, its understanding of its members’ needs,
and its orientation towards concrete results.
Among her functions, Martina Bianchini supervises all Dow’s contributions to European associations: she must optimise Dow’s deployment in Brussels via these associations (and manage the
relevant budget). Dow Europe dedicates a lot of time to analysing its role and objectives with
regard to each association. Like Unilever, Dow Europe staff participating in the work of European associations receive training on specific subjects: behaviour charts, transfer of information, coherence between the different associations …
Dow Europe considers NGOs as an integral part of the Institutional system in Brussels. They
complement the work of trade associations. Dow is in regular contact with most members of
the Green 10. Martina Bianchini seems to know them very well and gives the impression that
she prefers informal dialogue and occasional collaborations, rather than formal partnerships.
Martina Bianchini is directly subordinate to Mr Respini, the Chief Executive Officer of Dow Europe. He himself is a member of the Office of Chief Executives of Dow Chemical Worldwide.
He is also member of the Administrative Council of CEFIC. This short decision-making hierarchy is very important, especially in times of crisis or when difficult decisions have to be taken.
She describes herself as a “sherpa” for Mr Respini. This notion of a “sherpa” is very common
in the USA, but remains rare in Europe. This function allows Mr Respini to be informed in
detail of what he needs to know. It’s very practical, very effective, and it saves a lot of time.
The Public Affairs department of Dow Europe is organised around a European Public Policy
Network, Martina Bianchini is responsible for the management and coordination of this structure.
The European Public Policy Network is composed of two types of member: the country mana
gers and the technical experts.
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●	The

usual contact point for European Public Policy Network on the national level is the
country manager, that is to say the manager of the national business, sometimes assisted
by business directors (who are responsible for business units). It is therefore a very highlevel network.

	When it is necessary, the country manager asks for the assistance of a technician or lawyer. There is no full-time Public Affairs person at national level (except in Germany); the
national contacts work part-time on Public Affairs in addition to their principal positions. The expert network is also coordinated and supervised by Martina Bianchini.
●	For CEFIC alone, Dow Europe provides 80 experts who hold about 200 seats in CEFIC’s

committees. If we take into account all the other European associations, we can estimate
that there are about 200 experts from Dow Europe involved.

Even more than long discussions and analyses, these insights into the strategies of Unilever and Dow
Europe are particularly enlightening in terms of defining what a real European Public Affairs strategy is. It is based on an identification of means and results and on a strict methodology.
It is necessary, moreover, to underline that Martina Bianchini is assisted by a very small team (only
three staff). Organisation, methodology, priorities, and global networks are the key words for Dow
Europe in Brussels.
We see some astonishing similarities in the approach of the two companies which both:
➤
➤
➤
➤
➤
➤
➤

give a high priority to European affairs,
establish a direct link between their public affairs department and CEO,
impose a strict methodology on their European associations,
directly manage the actions of their experts and national contacts,
have a global network : upstream and downstream; political and technical,
take a pragmatic approach to their choice of partnerships,
commit themselves to adopting credible and technically accurate position papers.

What is most remarkable, to be honest, is the extreme
sophistication of the strategy itself and the time that is dedicated
to its conception, implementation and management. This shows the
great importance these two global corporations attach
to European public affairs and lobbying.
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Chapter 1: European legislative monitoring

CHAPTER 1: EUROPEAN LEGISLATIVE MONITORING
Information is the main source of influence. In this context, legislative and regulatory monitoring
take on a particular importance.
The aim is simple: obtain important information (not too much, not too little), translate this information into practical terms, and pass it on swiftly.
All the lobbying structures previously mentioned (trade associations, NGOs, corporations) carry out
legislative monitoring which – at first glance – is a basic, mundane, and routine activity.
Nothing could be further from the truth. In reality “too much information nullifies the information”
and monitoring reports often suffer from a surplus of text, annexes and extensive documents.
To show an example, the mass of information received by the members of the Consultative Committee
for Fisheries is astonishing … Each agenda sent by internet has around 20 attachments incorporating
all the projects and briefings that will be treated during the session; which run to hundreds of pages.
They are impossible to read and therefore useless!
The same approach is often seen within European trade associations whose members are swamped
with documents which aren’t decoded, summarised, or prioritised.
Above all, a monitoring report must be read. If it is not read, it is lost!

A. The basics of monitoring: perimeter and depth
Three rules are recommended for the elaboration of a European monitoring system:
1. The parameters of the dossiers to be followed
Depending on the specific case, the limits can be wide (imagine a national association in the automobile sector: energy, WTO, financial services, environment, a whole series of connected subjects would
need to be covered) or very limited (imagine a slaughterhouse or a dairy).
2. The depth of the monitoring
In the first of our two examples, the depth of the monitoring would probably be quite limited
(for example a weekly report or reports divided by subject).
On the other hand, the slaughterhouse wants to know everything about subjects which concern it:
mad cow disease, avian flu, screening, scientific committees, the food safety agency. It is essential for
the abattoir to be informed of everything, and as soon as possible.
In practice, the parameters of the monitoring need to be defined very precisely (identification of each
dossier to be followed).
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1) Parameters of monitoring
General monitoring
Wide scope

Raw public information

2) Depth of monitoring
Targeted monitoring

Narrow scope
➤ Follow each stage of the procedure
➤ Analyse the information
➤ Personal contacts with the actors concerned
➤ Technical expertise
➤ Business intelligence

As we see, with a wider scope of monitoring, the official public information is usually enough. The
deeper the monitoring, the more it requires direct contacts with the competent officials, and even
business intelligence.

B. Frequency, audience
It remains, finally, to determine the format of the monitoring, its frequency, and its audience.
The audience must be precisely defined. At the same time, it is recommended that they follow a
day-long training programme on the community decision-making processes, the methodology for
monitoring, and how to maximise its potential.
A constant interaction between the person carrying out the monitoring and their audience should be
organised: questions, explanations, further details and requests should all be forthcoming.
The usefulness for the audience should be regularly assessed, and changes made subsequently if
necessary.
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C. A typical day of legislative monitoring
Rather than a long description, we have decided to present a typical day of legislative monitoring
by focusing on the systematic and methodical nature of this activity.

Heure

A day of monitoring in the food sector
Time

Planning

9 h – 10 h

This means the official sources
(linked to the European Institutions)
and the non-official sources (press
and restricted access websites). These
are checked daily, looking primarily
at the “What’s new” sections (if available).

10 h – 11 h

The consultant then prepares –
based on his morning monitoring – a “flash” with the first key
developments for his boss or his members.

11 h

The consultant checks the predefined information sources.

The flash is sent.

Links
– The website of DG Public health and consumer protection (SANCO), and especially the section on food security: http://ec.europa.eu/food/index_en.htm
– DG Agriculture and rural development: http://ec.europa.eu/agriculture/index_
en.htm
– DG Research: http://ec.europa.eu/dgs/research/index_en.html
– DG Environment: http://ec.europa.eu/environment/policy_en.htm
– European Food Safety Agency and notably the section on scientific opinions:
http://www.efsa.europa.eu/en/science.html
– Europolitics press agency, to which one subscribes: http://eisnet.eis.be/Content/
Default.asp?PageID=447
– EurActiv : www.euractiv.com
– Agra Europe (by subscription): http://www.agra-net.com/portal/puboptions.jsp?
Option=news&pubId=ag002
– CIAA : one should consult CIAA’s intranet which provides pertinent information on European developments and activities in the sector: http://www.ciaa.be/
pages_en/homepage.asp

11 h – 12 h

Check the “what’s new” section of the European Parliament’s website: http://www.
europarl.europa.eu/news/public/default_en.htm

The consultant follows the activities of
the European Parliament and of the
Council of Ministers.

Check the agendas of the relevant Parliament Committees (Agriculture ; Environment, Public Health and Food Safety ; Fisheries ; Industry, Research and Energy)
to assess which sessions it is important to attend:
http://www.europarl.europa.eu/activities/public/parlComm.do;jsessionid=B413565
6B20DD2E51BE259B0F5B81B67.node1?language=EN
Check the meetings, agendas and reports of the working groups of the
Council:
http://www.consilium.europa.eu/cms3_applications/showPage.
asp?lang=en&id=549&mode=g&name=
http://register.consilium.europa.eu/servlet/driver?page=Result&typ=A
g e n d a s & l a n g = E N & f c = R E G A I S F R & s r m = 5 0 & m d = 4 0 0 & s s f = DAT E _
D O C U M E N T + D E S C & i i _ P U B L I C _ D O C = % 3 E 0 & ff _ C O D E _ T Y P E _
DOCUMENT=TX|CM&cmsid=649
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12 h – 12 h 30

Returning from lunch, the consultant immediately checks the press
section of the European Commission’s website, the “Midday
Express” which shows all the
statements and press releases issued by the European Commission.

15 h – 17 h

14 h – 15 h

The consultant calls the secretariat
of the Environment, Public Health
and Food Safety Committee of the
European Parliament to obtain
further details on the agenda of
tomorrow’s session, which he plans
to attend.

13 h 30

Chapter 1: European legislative monitoring

http://europa.eu/rapid/showInformation.do?pageName=middayExpress&guiL
anguage=en

The consultant must check and
clarify certain information obtained via internet research. He
calls the official in charge of a draft
directive proposal which has just
been published.
http://ec.europa.eu/staffdir/plsql/gsys_page.display_index?pLang=EN

To identify the relevant official, he
consults the “Service Directory” of
the Commission and calls the secretary of the competent unit who puts
him into contact with the official
concerned.

The consultant starts to integrate
the information obtained today in his
weekly monitoring report destined
for the head office and regional
managers.
See the example information sheet on page 74
His report is structured into information sheets so that the audience
can read it easily and give the best
operational use to the information
obtained.
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D. Our method: a system of standardised reports

Level of
priority

CLIENT LOGO

JULY 2006

Monitoring report concerning enzymes
Food ingredients: Enzymes
Legislative proposal on additives, flavouring and food enzymes

Client priority:
+

Legislative proposal

Context and procedure
Context

Impact on the client

This proposal aims to regulate the use of enzymes in the production of foodstuffs.
Currently, certain enzymes used as additives are regulated by Directive 95/2/EC
relating to food additives (except sweeteners and colourings), while others, used as
processing aids, are still subject to Member State legislation.
●	The proposal follows from the project of the Commission which aims to harmonise food legislation in the Member States and to replace the directive on food additives (89/107/EEC) by distinct texts for additives, colourings, sweeteners and food
enzymes.
●	The text proposes that enzymes are subject to an evaluation based on their
safety and the technological necessity of using them. If this evaluation is satisfactory they will be entered on an EU register. The enzymes which meet this
standard will be submitted to the authorisation process again every 10 years.
●	The proposal also recommends a redefinition of processing aids: to be considered
as a processing aid and not to be labelled, the substance must be deliberately
removed from the product once the process has been completed.

	This new definition of processing aids could have an important impact on

●

their classification. A significant number of enzymes used in the food industry
which were deemed until now to be (non-labelled) processing aids will need to
be labelled as ingredients under the new definition.

Impact on the client

	The client supports the position of the CIAA, and does not support the new

●

Position of
the client

Position of the client

Short term
action plan

definition of processing aids, notably if this will imply obligatory labelling of
enzymes used during the production of foodstuffs.

	Clarify the use and nature of the products used by the client (type of enzymes

●

used, any modifications of their composition during the procedure, analysis
methods, etc.).

	Follow the legislative developments through the CIAA.

●

	Principal objectives of the Commission proposal:

●

Short term
action plan

➤ C
 ontrol the use of enzymes in foodstuffs.
➤ E
 stablish a community procedure for the evaluation of the security and the
authorisation of enzymes.
➤ C
 reate a positive list of authorised enzymes, including specifications and
conditions of authorised use in foodstuffs.
➤ E
 stablish procedures requiring the re-evaluation of authorised enzymes every 10 years.
➤ E
 stablish community procedures requiring labelling of enzymes used in
foodstuffs.
➤ G
 uarantee that enzymes containing or derived from GMOs, which fall under the regulation on GMOs (EC) No 1829/2003, conform to this regulation.
➤ T
 he proposal includes a new definition of processing aids (see the proposal
on food additives).

Description

Description

Co-decision procedure

	April 2006: Commission sources have revealed that a “relatively serious prob-

●

Development:
EU decision-making
process

	Before the end of 2006: 1st reading in the European Parliament.

Next steps

●

Next steps

CIAA

	The CIAA was invited by the Commission to provide information on the im-

●

pact that the modification of the definition of processing aids would have on
the food sector. In this context, the CIAA has met the relevant Commission
officials several times.

Actions via
the federations

Actions via the
federations

Influential actors
at EU level*

Key actors
at EU level

These standardised reports are updated on a monthly basis.
New information is added in red.
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teurs alimentaires (FCPC) of the CIAA has published its priorities for 2006:
to work with the producers of enzymes to protect the interests of users concerning the evaluation and authorisation of enzymes; and to act against the
redefinition of processing aids.

Commission

DG SANCO
E3:
Chemicals,
contaminants

Mrs Olga Solomon
Administrator

+32 (0)2 295 59 59
olga.solomon@cec.

eu.int
and pesticides

*Consult the Regulatory Affairs
Working Group before contacting
the persons concerned.

Links – Relevant
documents

	The Food Consumer Policy Committee/Comité de la politique des consomma-

●

EP

Environment
Committee
(Lead)

Rapporteur:
Not yet named

	Directive, 89/107/EEC on the approximation of the laws of Member States
concerning food additives authorized for use in foodstuffs intended for human
consumption. (February 1989).
	http://europa.eu.int/eur-lex/lex/LexUriServ/LexUriServ.do?uri=CELEX:
31989L0107:EN:HTML
●	Directive 95/2/EEC concerns food additives, nevertheless the majority of food
enzymes are used as processing aids, and don’t have a technical function in the
final product.
h ttp://europa.eu.int/eur-lex/lex/LexUriServ/LexUriServ.do?uri=CELEX:
31995L0002:EN:HTML
●	Directive 94/35/EC on sweeteners for use in foodstuffs.
h ttp://europa.eu.int/eur-lex/lex/LexUriServ/LexUriServ.do?uri=CELEX:
31994L0035:EN:HTML
●	Directive 94/36/EC on colours for use in foodstuffs.
	http://europa.eu.int/eur-lex/lex/LexUriServ/LexUriServ.do?uri=CELEX:
31994L0036:EN:HTML
●	Collection of Information on Enzymes (study commissioned by DG Environment of the European Commission). Provides an in-depth study of enzymes,
their production, use and attributes, as well as the regulation of enyzmes in certain countries outside the EU. It also highlights certain potential risks for the
environment and human health and gives recommendations on the regulation
of enzymes in the future. http://europa.eu.int/comm/Environmentronment/
dansub/enzymerepcomplete.pdf
●	Commission brochure on EU legislation on food additives.
http://www.fediol.org/dm/docs/fb2116676f21d30220c47e125e78cf00/fediol_
EU_DOCS_1471.ppt#256,1,Health & Consumer Protection Directorate General
●	Commission press release related to the proposal’s publication (28 July 2006)
	h t t p : / / e u r o p a . e u . i n t / r a p i d / p r e s s R e l e a s e s A c t i o n . d o ? r e f e r e n c e = I P / 0 6 / 1 0 7 4 & fo r m a t
=HTML&aged=0&language=EN&guiLanguage=en
●	Commission proposal concerning legislation of enzymes (28 July 2006)
http://www.eu-upplysningen.se/templates/EUU/euu-doc1____16533.aspx
●

Links- Documents
of interest

Copyright Clan Public Affairs©

Latest stages in
the procedure

lem” has come up during the inter-service consultation leading to a delay in
publication of the proposal. The problem is likely to be of a budgetary rather
than technical nature.
●	June 2006: Commission sources suggest that the proposal will be published in
autumn 2006.
●	30 June 2006: Publication of a brochure on additives by DG SANCO. The
document gives a résumé of developments concerning the legislation on additives, and highlights the importance of the industry’s contribution in the development of the Commission’s position. It mentions that other regulations will
also be necessary in the future.
●	28 July 2006: Publication of the Commission’s proposal (a detailed analysis
will appear in the report in August).
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CHAPTER 2: BUSINESS INTELLIGENCE IN BRUSSELS
The problem is not in obtaining the information,
but in analysing it!
Give a training seminar on European affairs, deliver a University lecture and ask the auditorium
about business intelligence. You will be surprised by the silence of your audience: “Business intelligence (BI), what’s that?!”
In Brussels, power has many faces: political, legislative, economic, technical, military (NATO),
diplomatic … In the European Union, Brussels hosts all the powers and all the battles for influence.
Therefore, business intelligence is king.
How do we define BI? The capacity to obtain non-public information and to analyse it to offer (to
the company, association or client) a strategic advantage in terms of anticipation, organisation,
establishment, action, and influence.

A. BI offers fantastic potential for information at European level
The range of information (and analyses) which can be obtained in Brussels via business intelligence
is impressive:
➤
➤
➤
➤
➤
➤
➤
➤
➤
➤

reports of Expert Groups of the Council of Ministers,
agendas, lists of participants and reports of Comitology groups,
legislative and regulatory proposals, prior to official publication,
precise identification of Management and Regulatory committees,
insider information on WTO negotiations,
insider information on competition and anti-dumping dossiers,
detailed benchmarking of the lobbying activities of your competitors in Brussels,
audit of your image, strategy, and communication,
analysis of the prospective global policies of the European Union,
permanent evaluation of the balance of power (Institutions and civil society).

Brussels: fantastic potential for strategic information
Information on the European
Institutions
●
●
●
●

Geo-political developments
Legislative and regulatory projects
Commercial/competition negotiations
Legislative developments

Information on your competitors’
strategies
●	Lobbying
●
●

Strategic advantages
●
●

Anticipate strategy
Create a favourable legislative environment

and representation activities in Brussels
Quality and limits of networks of influence
Analysis of their technical positions

Strategic advantages
●
●

Evaluate your own strategy
Adapt your strategy subsequently
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Brussels: access codes to information
Let us set aside the ethical questions. To obtain confidential information, there is no need to steal,
to follow people, to record conversations. In Brussels everything is open, including the most
secret information. But beware, if you go beyond the law it will be known and you will get in trouble.
A second recommendation: absolute discretion. Brussels is an astonishingly open environment but
one never knows who one is talking to. Beware who you talk to and what you say: the wife of the
official you are having lunch with could manage a European trade association or represent your competitors; the husband of the person you are speaking to may be a journalist or even a specialist in BI!
Third observation: networks in Brussels are largely personal, intuitu personae. The French-type networks, made up of alumni of ENA or of the Chevaliers de la Légion d’Honneur have no place here.
Political affiliations such as right-left divisions also have little importance in the capacity to receive
information. A true Brussels network is based on the mutual recognition of competences. Experience,
seniority and discretion are the key words here.

Paradoxically, information is very open in Brussels, but the keys
for accessing it are based on specific codes of conduct which one
must know and respect.

Why is it easy to obtain information in Brussels?
●	First,

because the European legislative process is particularly transparent: it is easy to identify
the actors and there is an abundance of documents online. At the most technical level (members
of EU expert groups, preparatory documents) research can be more difficult, but failure is rare
when one knows the EU labyrinth well.

●	In Brussels, the borderline between the informer and the informed is often very blurred. At least

75 % of the actors (officials, MEPs, lobbyists and journalists) are on both sides of the fence: they
are both the informers and the informed. This exceptional situation exists because the socioprofessional and NGO sectors are heavily involved in the legislative process: therefore, an
exchange of information between decision-makers and lobbyists is a natural occurrence.
●	Even

better: several hundred lobbyists hold official functions at the same time, for example, a
member or President of a consultative committee or an expert group of the Commission. It
goes without saying that you will be more likely to get a draft directive approved in your role as
President of an expert group, than in your role as a consultant!

●	The

same is true for the directors of trade associations who are considered to be natural contacts for the Commission and who therefore receive information earlier, and more confidentially.
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Having said this, information is not enough. For effective business intelligence in Brussels, it is
necessary to combine two skills:
➤ excellence in researching information,
➤ excellence in analysing information.

B. Methodology for researching information
In our experience, the methodology for researching information is based on 5 pillars:
➤
➤
➤
➤
➤

quality internet research,
a “screen”,
networking,
informers in the Institutions,
assistance from top experts.

Information
sources

Quality Internet
research

A “screen”

Informers in
the Institutions

Networking

Help from
top experts

Checking and validation of information

a) Quality Internet research
The official EU websites (Europa, Cordis, Œil, Rapid, Eurlex, Consilium …) are only the tip of the
iceberg. For researching the finer details of EU information, it is necessary to consider in particular the websites of the Member States. One example: I’m looking for the report of a Management
committee. It’s impossible to find this on Europa, but it is available on the website of the Swedish
Government where the rules on transparency are more respected.
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b) The “screen”
It is impossible to carry out a business intelligence mission and reveal the name of one’s client. It
is out of the question to request confidential information without a credible “screen” because the
response will always be “Who are you working for?”
At the risk of surprising the reader, the actors of the Community labyrinth are generally so open to
exchanging information that something like, “I am a student writing a thesis on …” still works, but
probably not for much longer…
c) Networking
If we look at the profile of the best European lobbyists we see that they all come from different
professional backgrounds, but they have one particular characteristic in common: “They are seen
everywhere, and know everyone.”
They rarely attend receptions and cocktails and are usually specialists who, year after year, have
built relationships based on credibility and mutual recognition of competences. This type of very
personalised network is based on trust: the person supplying the information trusts the person who
receives it.
d) Informers in the Institutions
Rumour has it that it would be very easy to infiltrate an informant into the heart of the European
Institutions: an intern in the Commission, a parliamentary assistant … It’s theoretically true, although it does not comply with the professional codes of conduct such as the SEAP or EPACA codes.
Having said this, the “community culture” is such that obtaining information inside the Institutions
is an easy task. For some time the Commission has been trying to stop the leak of documents prior
to publication, with no success. Bridges between official circles and civil society are so numerous that
information – confidential or otherwise – circulates freely.
At the risk of repeating oneself, information is considered in Brussels at best like a tool, at worst like
a currency, or even a commodity.
e) Help from top experts
A business intelligence mission in Brussels requires an alliance at all stages between those who know
by heart the community circuits and those with a perfect knowledge of the technical issues of the
mission. To repeat the expression of Max Weber a coalition at all stages between “the expert (the
engineer) and the specialist (the lobbyist)”.
f) The puzzle method
It is an endless cycle where each new piece of information feeds the analysis which generates even
more information. Like an impressionist’s canvas where the first touches of shapeless colour become
more complete, multiply, intertwine, and finally reveal an impressive picture.
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Phase 1

Phase 2

Phase 3

Phase 4

Eu…………….

European …………

European
Comm.……

European
Commission

…FI……..

…FI….IAL

…FIDENTIAL

CONFIDENTIAL

Proposal ……………..

Proposal ……….

Proposal for a Dir….. on

Proposal for a Directive on

G..
June ….

G.O
June ….

information

G.O
June 2004

information
validation

information
validation
deduction

GMO
June 2004
information
validation
deduction
extrapolation

Permanent interaction with the prescriber
The consultant and the prescriber must operate with continual coordination. The ideal situation
being the setting-up of a “Pilot Group” to check the information, give it maximum added-value
and … to reassure the client of the ethical and technical integrity of the mission.

Theme 1

Info 1

Analysis

Theme 2

Info 2

Analysis

Theme 3

Info 3

Validation

Validation

C. BI: a major strategic tool
A successful business intelligence mission in Brussels constitutes a major strategic tool for the client,
leading to changes of strategy, industrial reorganisation, reorientation of the public affairs department, and strengthening of European affairs activities.
But beware! Do not pretend that practicing business intelligence is possible in Brussels unless you have
been established here for several years, and know the ins and outs by heart.
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CHAPTER 3:
UPSTREAM AND DOWNSTREAM NETWORKS
A. The notion of global network
The global network is necessary due to the specificity of the decision-making process which combines:
➤ The political and the technical levels of the Institutions. Thus the importance of knowing
the elected officials (MEPs), Commissioners, officials at all levels of the hierarchy, and national expert members of Council Working Groups and Comitology Groups.
➤ The officials (elected and appointed) and civil society (trade associations, NGOs, trade
unions, companies, the press …), requiring an intimate knowledge of all these categories of
actors to bring them together.
The following diagram outlines the “European global network”:

Officials

rlia

me

nt

il

Co
m
exp mitte
ert es a
gro nd
ups

C

c
oun

Media
NGO’s
Regions
Lawyers

Civil society

Pa

ion

EU

iss

mm

Co

Companies

Think tanks
Industry
associations

What is remarkable in this diagram is the extreme fragmentation of the networks:
➤ a lot of professionals remain convinced that influence in Brussels is mainly through Commissioners themselves (or failing this, through their Director Generals) and neglect, for this
reason, the lower-level officials who often play a key role;
➤ the same is true of the European Parliament where MEPs are of course important, but
where the essential role of the permanent administrators in the political groups is often
overlooked;
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➤ again, the reduced – even marginal – influence of the Economic and Social Committee and
Committee of the Regions doesn’t mean one shouldn’t know them well and have strong
contacts there if they are ever needed;
➤ there are also the Comitology Groups and the Expert Groups of the Council whose
functioning is very specific, as is the method for approaching them.
Limiting oneself to one component of the “network of officials” restricts one’s actions and seriously
reduces one’s influence.
Creating a “global network of officials” is not particularly difficult. One only has to patiently build the
network and to understand very well the European decision-making process, so as to select those with a
true power of influence, regardless of their position in the hierarchy.
Civil society networks are even more fragmented
Although the creation of a “global network of officials” raises no specific problems because it is
intimately linked to the decision-making process; the same is not true of a “global network of civil
society” which is much more difficult to build.
The right hand side of the diagram on the previous page is very accurate in its representation: each
segment of civil society, and each category of stakeholder seems to be locked in its own box, behind
a wall and with no contact with the others.
So, it becomes clear that in general:
➤ companies and trade associations do not understand the NGOs,
➤ associations and NGOs know few consultants,
➤ the press is generally not well known by associations and companies.
And one could find many other similar examples.
So, how does one create a coalition or transversal alliance when isolated in one’s bubble? How does
one work with NGOs and trade unions if one doesn’t understand them? How does one organise a
coalition with consumers if one only knows BEUC, and they do not hold the same view? How does
one create an alliance between the agricultural and food industries if one only knows COPA, and
COPA holds a different point of view?
Mastering these networks can be compared to speaking a foreign language: if you have a very limited
vocabulary, you can only express basic ideas. On the other hand, if you have a very extensive vocabulary, you can express the most complex ideas.
It is the same for networks: the narrower your network is, the more you are restricted to primitive lobbying strategies. The wider your network is, the more you will be able to conceive sophisticated strategies
based on new alliances and partnerships.
Creating a global network is at the root of pro-active strategies and transversal lobbying, both of
which will be further elaborated upon in the third part of this book.
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In Brussels the capacity for influence is directly related to the importance of networks. You cannot
have a strong network without strong personal credibility. Let us underline, once again, that building
a network relies on a mutual recognition of competences, on convictions, on actions, and on reciprocated confidence.

B. Upstream and downstream networks
The notion of “upstream” and “downstream” networks relies on the idea of a chain of values.
This idea of a chain of values is very popular at the moment in the industrial world. It expresses the
notion of added-value at all stages of the transformation of a product: from the primary producer to
the final consumer passing through all the intermediary stages.
This chain of values applies particularly well to lobbying as it splits up precisely all the different
groups which play a role in the lobbying dossier.
For example: the food chain

Seed Producers

Farming unions
Wholesalers

Plant protection

Consumers

Food industries
Ecologists
Cooperatives

Upstream

Workers unions

You are here

Downstream

When analysing the strategy of European trade associations we see (with few exceptions) a very
strong tendency to favour upstream networks. That is to say in general their suppliers, and therefore
their debtors.
Favouring upstream networks is an easy choice for the industrial sector, it is a customary
practice. All the evidence shows that the upstream networks are the old networks (agriculture, fisheries,
forestries, raw materials …) with a defensive or reactive vision, a strong mandate, and a weak capacity
for making proposals.
For several years, we have witnessed a strong tendency for large companies and certain dynamic trade
associations to reorient their networks from upstream to downstream.
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This strategic revolution leads them to seek partnerships and alliances with workers unions, consumer groups, ecologists and more generally NGOs.
Shifting these networks from upstream to downstream is demanding, but necessary because the downstream networks are currently the most effective in terms of influence.
Network positioning is one of the key prerequisites for the lobbying strategy of a trade
association or company in Brussels. Again, when we analyse the “networking strategy” of the
large companies considered to be the most influential in Brussels, we observe that without
exception they have all chosen to position themselves downstream.

C. National networks
Having a given nationality (a common passport) is not enough to show the existence of a national
network. For there to be a network, there must be some kind of “bonus” for the nationality. It is clear
that a Spaniard telephoning another Spaniard will obtain information more easily. This is what I call
“the citizenship bonus.”
This citizenship bonus applies to the majority of the 27 Member States of the European Union.
But not to all of them. The French in particular, but also the Belgians, are completely foreign to this
culture of networks. In Brussels, the French are the biggest national group in terms of numbers, but
there is no French network in the European district anymore and therefore no “citizenship bonus”
for my countrymen.
Inversely, this bonus plays a key role for the Southern countries (Greece, Spain and Italy in particular), Germany, Ireland, the Scandinavians and the new Member States, which is logical. The problem
does not apply to the British, whose culture and language has infiltrated into all the European dossiers in the last decade.
Are some national networks more effective than others? Yes and no, because this all depends on the
era. The last 30 years have seen a whole series of advances and retreats:
➤
➤
➤
➤
➤

the 1960s and 1970s were the French years,
in 1980 we reached a crossroad, the French retreated and the Italians gained supremacy,
1990: the Irish were everywhere in Brussels,
1995: a strong push from the Scandinavians, notably the Swedes,
2000: the Spanish networks are dominant; very well represented, organised, and united.

Some key words to define the main national networks:
➤
➤
➤
➤
➤
➤
➤
➤

the French: too French, too hierarchical, some brilliant individuals,
the Germans: very discreet, play the national card, very united, effective,
the English: the kings of anticipation, position their people in the right places,
the Scandinavians: extremely professional, methodical, organised, and discreet,
the Irish: very opportunistic, very rational, many Irish are in key posts,
the Italians: friendly, loyal, excellent at searching for information,
the Spanish: have replaced the Italians as “best national network”,
the New Member States: too shy, haven’t recognised their power yet.
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CHAPTER 4:
INSTITUTIONAL COMMUNICATION
A. The No 1 problem of written and oral communication
B. The 10 golden rules of oral communication
C. The 10 golden rules of written communication
D. Towards a new type of position paper?
E. Do good manners still count?

A. The No 1 problem of written and oral communication
There is no successful lobbying without communication. That is the rule. The more complex the dossiers and procedures become, the more actors there are, the more the European quarter produces
paperwork! Brussels has become a paper mountain. And if your position paper, your letter, or your
press release doesn’t find its way to the top of the pile, it will never be read. It’s cruel, but so true in
practice.
Let’s consider a parliamentary assistant sorting his MEP’s mail. On a quiet day, the pile will be
about ten centimeters high. On Committee days there may be between 15 and 20 centimetres. During
plenary sessions, the mail is collected several times a day as the MEPs’ mailboxes are so full.
How is the selection made? Very quickly: a language the MEP doesn’t speak = bin, a non-personalised letter = bin, irrelevant documents = bin. Too long, too luxurious, too amateur, too commercial
… the assistants have infinite ways to reduce the mail to a strict minimum. And he or she will then
sort through the pile again and decide which ones to read and pursue.
Sending a document which will never be read is the ultimate waste of time. Before sending a position paper, bear in mind that people don’t take the time to read anymore. At best they scan. This sad
situation – which will only get worse – should guide your communication strategy.

Your position paper

Brussels has become
a paper mountain
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Paradoxically, the less people read, the longer the position papers seem to get! The problem is not
really the length: a text can be long (because the subject requires it) and perfectly clear. The reality is
that 90 % of position papers are far too long, and lack clarity.
More and more often they are written in only one language: English. In reality, not British English,
but basic English, “plain English,” simplistic and without rhythm. Excessive length + plain English:
a guarantee for not being read!

B. The 10 golden rules of oral communication
From the outset, it is recommended that everyone follows a media training programme. To see oneself on
a screen, to correct one’s behaviour, and to look at oneself with a critical eye is essential for a professional.
First of all breathe. Learn to breathe. Organise your phrases around your breathing. And then the
voice. What defines a good voice? It should be:
➤ sufficiently strong to be heard by the listener furthest away,
➤ inflected so as to capture attention,
➤ clearly pronounced. P.R.O.N.U.N.C.I.A.T.I.O.N is key!
Already in terms of the voice, oral communication is generally mediocre: too low, no modulation, no
breathing, and no articulation. Articulation is very rare. As for the rest, test yourself against these ten
golden rules for oral communication:
1. Be yourself and … don’t read your text (a sheet with the key points is enough).
2. Use body language, turn yourself physically towards the audience.
3. Facilitate interaction with the audience.
4.	Adapt your vocabulary to the audience (especially important when your speech is subject to
simultaneous translation: avoid acronyms and specific national expressions!!!).
5.	Adapt your rhythm to the size of the room (the larger the room and audience, the slower you
should speak, the more you should use simple words and move around …).
6. Be brief, it’s better to be too short than too long: maximum 20/25 minutes.
7.	Attack your subject straight away. Explain the structure of your speech. Underline each key
idea. Point out when you are coming to the end of your presentation.
8. Respect your time slot (even for a five-minute speech).
9.	Respond precisely to questions (if you don’t know the answer offer to supply the information
by e-mail, but never avoid the question).
10. Never have more than 2 or 3 key ideas in your presentation.
With a little structure and media training anyone can be a good communicator.
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C. The 10 golden rules of written communication
1. Mentally choose the ideas that you want to express.
2. Set out your aims (convince? explain? propose?).
3. Ask yourself who the readers of your document are going to be (journalists, politicians, officials).
4.	Next, choose the length of your text (like a journalist who has a set amount of characters).
5. Only now should you pick up your pen or open your laptop!
6. Employ simple words and short sentences.
7. Use a title, sub-title and short paragraphs.
8. Write a short introduction and strong conclusion.
9. Be positive: use a dynamic style with credible proposals.
10. Check translations very carefully, mind the layout.

D. Towards a new type of position paper?
Lobbying is by nature a “personalised” exercise; we shouldn’t set rules for position papers.
Nevertheless, there are several key suggestions:
Length: Ideally they should be short (4 to 6 pages), but longer texts are acceptable when the technicality of a subject demands it. However, the longer the position paper is, the easier it must be to read.
What about an Executive summary? Personally, I’m not in favour of this as it encourages laziness. You
write a long position paper (which you know won’t be read) and add a 2-page resume. So why bother
with the position paper?
An initial technical draft and then a redrafting by a communication expert: European trade associations
spend weeks, even months, adopting a position paper. This text which is addressed to the Commission
and Parliament is in reality just a base document, which would need to be rewritten to communicate
the message, which is by nature dry.
As easily readable as a press article: A good position paper must be as easy to read as a press article
with:
➤
➤
➤
➤
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a strong title outlining a problem or setting out a proposal,
an introduction of several lines giving a sort of abstract,
sub-titles to give a rhythm to the text and structure the ideas,
professional layout and graphics (don’t be afraid to use colour!).
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Adapt the position paper to each stage of the procedure: Beware: the position paper is only a framework. It must evolve at each phase of the procedure. You don’t address the Commission in the same
way as you address the Parliament, the Council, or the Comitology Committees. When you lose an
amendment in the Parliamentary Committees, you don’t use the same position paper to reintroduce
it at the Plenary Session.
Example first page for a position paper:

LOGO

Date …/…/…

TITLE

Introduction

SUB-TITLE

KEY PHRASE

Contact: John Smith ……………………………………………………………………………………………
…
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This type of layout is suitable for all readers:
➤ a complete text for those that have the time to read it, or have a particular interest,
➤ a rapid overview via the title, introduction and sub-titles,
➤ an information flash via the title, sub-titles and the key phrase.
The need for ease to read position papers will become even stronger and the need to abandon “boring
position papers” even greater.

E. Do good manners still count?
Meetings: straight to the point. Brussels is very Anglo-Saxon so there is no ceremony. Get straight
to the point, look for dialogue, submit a dossier, prepare your questions in advance, respect the time
constraints. It is always easy to get a first meeting, the second depends on the image you created the
first time! A thank you note, by post or e-mail, is always welcome.
Personalisation of your messages: essential. Distributing a position paper shouldn’t be seen like a
mass mailing or e-mailing. Each recipient should sense a feeling of exclusivity with the mention
of their name and title, not forgetting several personal touches. This is true at all stages of the
procedure.
Confidentiality: always. Confidentiality must be strictly respected. When an official gives you a confidential document, he will always specify the rule that “This document is reserved for you personally”
or “It is reserved for you, and your President” or “This document will not be public for another 48
hours.” It is unthinkable to ignore these instructions. In general in Brussels, the less you speak the
better it is!
Lunches/dinners: always follow the etiquette. Lunches and dinners offer a double advantage: time
and intimacy. They are an excellent chance to get to know someone better and to discuss matters in
detail. The choice of restaurant (avoid popular restaurants if you want to remain discreet), helping
your guest to select his/her meal and wines, the flow of conversation: these are all important. When
lobbying, you don’t go to a restaurant to eat!
Is good communication based on content or image? Both! Is there anything worse than losing relevant
information in an unreadable text? Yes, there is something worse. The worst thing is to have a beautifully presented mediocre message with a professional logo and layout. Several European trade associations have dedicated their time to renewing their graphic image but without improving the content
of their proposals. The result is negative.

The position paper is only a framework. It must evolve at each phase of
the procedure. You don’t address the Commission in the same way as you
address the Parliament or the Council.
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CHAPTER 5:
THE ACCREDITED PRESS
A. An overview of the accredited press in Brussels
Let’s cut to the chase, Brussels has become the leading press centre in the world, even above
Washington, Tokyo, Moscow, or Paris.
How many journalists are accredited to the European Union? Once again, nobody knows with any
precision. In the past there was a “Directory” published each year by the “Belgian Federal Information service” (SFI) which listed all the press bodies (and journalists) accredited to the EU. This very
useful tool is no longer updated.
The only information source available is the European Public Affairs Directory, whose latest edition
shows the following statistics:
➤
➤
➤
➤
➤

European press agencies:
36
National press agencies:
40
National press organisations (EU 27): 246
Non-EU press organisations:
58
Total press agencies and organisations: 380

These figures allow us to estimate the number of accredited journalists covering all media at ± 1200.
To this number we can add a considerable number of people with national press badges, who are not
formally accredited to the EU.

B. European journalists: how to work with them?
The journalists accredited in Brussels have their own specific culture. In the same way that European
lobbying has little in common with national lobbying, the practices of the EU-accredited press are
profoundly different from press contacts in the Member States.
In Brussels, there is no Patrick Poivre d’Arvor, no Sabine Christiansen, no Mark Thompson. The big
stars are in Paris, Berlin or London. They are certainly not in Brussels where the journalists – like the
lobbyists – are firstly and primarily European affairs specialists, that is to say, technicians capable of
understanding and explaining to their readers the European dossiers.
This European culture which they have infiltrated makes the accredited journalists in Brussels
especially accessible. There is no need for a press officer, nor for a media plan to approach them. It is
enough to contact them by telephone, and then send them a position paper or a press release.
Ethically, there is some incompatibility between the professions of journalist and lobbyist. In practice, the border is often quite blurred between the two as they rub shoulders on a daily basis, meet
often, and exchange analyses and information.
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Journalists are, by their nature, information sources for lobbying structures through subscriptions to
the press organisations they represent or by specific contracts for studies, profiles, analyses or
interviews.
Inversely, the accredited journalist in Brussels is himself a seeker of information, analyses or
interviews. Once again we witness the theory of global networks.

C. The press as part of a lobbying campaign
We generally expect that the majority of lobbying dossiers are treated confidentially and therefore,
any media coverage is excluded. This is of course true, but I believe it to be a mistake.
NGOs have understood this and use the media systematically in their strategies: this is to relay their
arguments to citizens, or to contribute to their visibility.
The press should certainly be used with care (and professionalism), but it constitutes a key element
of your strategy.
However, there are four cases to distinguish:
●	A

classical press campaign: sending press releases, press conferences, interviews. These are useful for the big dossiers with a strong public interest. They are indispensable for transmitting
strong emotional messages, which the NGOs excel in.

●	Targeted

contact with a few journalists: sending a press release preceded or followed by an individual conversation with the journalists. Works perfectly for technical dossiers when it is necessary to inform the Institutions, Member States and civil society about certain aspects of a
dossier.

●

 press article: writing of an article or a brief to pass a message to the Commission, to potential
A
allies or to competitors. This is delicate to organise, but very effective.
press relations to increase visibility: an interview with the President of an association, a
report of an event (European Business Summit of BUSINESSEUROPE for example).

●	Finally,

As for any branch of a lobbying campaign, each element of media communication must be well
thought out and organised on a case-by-case basis: a press release destined for the national press must
have some national relevance. The opposite is true for European press agencies.
In the same way as for your “Institutional communication,” the format here is also extremely important. Title, sub-title, introduction, number of characters, style, translations, all these must be prepared
so that the press release (or a part of it) can be used by a journalist without him having to amend it.
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You should also consider several lengths for your press release: a long version (a background memo
of 2-3 pages to explain the context, the stakes and the solutions), a medium version (maximum one
page), and a short version (2-3 paragraphs).
It is not enough to simply send your press release by e-mail. It is imperative that you telephone the
journalist to inform him and to put your press release in context.
You should take note of the two large European press agencies: Agence Europe and Europolitics who
both publish daily bulletins. The space available allows these two agencies to publish a significant
number of press releases, dispatches and various other information (including your own). Moreover,
the Commission subscribes to the online version of these bulletins, and all the officials have access,
which means that information distributed in this way can reach its targets directly.

D. The press, an integral part of your network
Every professional involved in European affairs should have a minimum knowledge of the European
press and access to the main press agencies.
The minimum press network in Brussels could be the following:
➤
➤
➤
➤
➤

Agence Europe (the journalist specialised in your sector),
Europolitics (the journalist specialised in your sector),
EurActiv (principal agency for free online information),
European Voice (weekly paper read by European officials),
The major national agencies: Reuters, AFP, Deutsche Presse Agentur.

Whatever your sector, it is essential to know 6 or 7 European journalists specialised in your
dossiers.
You must not only know them, but you must also meet with them regularly and stay in contact, so
that they know who you are and who you represent.
The more personal the relationship is between a lobbyist and a journalist, the better the chance to
have your press releases published.

The European culture which the journalists are immersed
in makes them particularly accessible. You don’t need a press
officer to approach them. The press should be treated with care and
professionalism, but it constitutes a key parameter for your
lobbying strategy.
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CHAPTER 1: LOBBYING, AN INTEGRAL PART
OF THE DECISION-MAKING PROCESS
A. A legally recognised counter-balance, with a considerable influence
B. “Good lobbyist” – “Bad lobbyist”
C. Influence in Brussels depends on excellence
D. W
 here national lobbying is essentially political;
European lobbying is mainly technical

When he predicted that 75 % of national laws would come from the European Union by the year
2000, Jacques Delors caused a scandal. He has been proved right. At present more than 70 % of national laws are transposed from European law.
This highlights the importance of Brussels, which has become the main source of power in Europe
since the creation of the Single Market. This is even truer today, with the omnipresence of the EU in
the internal and external policy of Member States.
Lobbying has always been an integral part of the EU decision-making process and provides a legally
recognised counter-balance to its powers.

75 % of national law
is of European origin

European law

75 %

National law

Power has shifted from capital cities to Brussels
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A. A legally recognised counter-balance, with a considerable influence
Lobbying is recognised on three levels by the European Union:
➤ First, the Commission has legally integrated the notion of “counter-balance” in the EU
decision-making process. This counter-balance is evidenced by the creation of a considerable
number of Advisory Groups (at least 400) composed of representatives of civil society (producers, consumers, ecologists, trade unions …) who express their opinions on the relevant
legislative proposals;
➤ The second level where lobbying is recognised is via accreditation to the European
Parliament of several thousand civil society representatives. The accredited lobbyists – NGO
directors, trade associations or simply consultants – have the right to enter the European
Parliament and can work there transparently, both in Brussels and in Strasbourg;
➤ The third level is more practical: lobbying in Brussels is, very simply, part of the life of the
European Institutions. No decision is taken without recourse to the prior technical opinion
and comments of the main affected parties: producers, consumers, unions.
Thus, lobbying is not only unavoidable in Brussels, it also offers, in practice, a considerable scope for influence. A “good lobbyist” or more precisely a good lobbying organisation, can not only amend marginal
texts, but from time to time can completely reorient their content or direction. This exceptional situation
is unique to Brussels.

B. “Good lobbyist” – “Bad lobbyist”
Countless press articles dedicated to European lobbying speak of the invasion of lobbyists in the
lives of officials and MEPs. Apart from the fact that this assertion can be largely ignored, officials
and MEPs listen with interest to the “good lobbyists” who they consider to be excellent sources of
information and expertise.
In this context, one can define a “good lobbyist” as someone who delivers solutions, or more precisely,
a facilitator. He brings expertise and explains certain technical aspects of the dossier. Moreover, he
is looking to create a European consensus at the heart of the association he represents. In case he
disputes elements of a proposal, his criticisms are justified and his counter-proposals are technically
and financially credible. In his role as a lobbyist he pushes for a solution, always maintaining his
credibility. This type of lobbyist is always welcome.
On the other hand, a “bad lobbyist” complicates the problem even further. Sometimes, he lacks the
technical skills and is of no interest to the officials or MEPs. At other times, he acts systematically in
a defensive or negative manner. His arguments are technically suspect and financially untenable. This
type of lobbyist is around, but never welcome.

Part Three: Lobbying strategies

95

Chapter 1: Lobbying, an integral part of the decision-making process

C. Influence in Brussels depends on excellence
The EU’s legislative power, the recognition of lobbying as a necessary part of the process and the
large scope for influence all combine to make Brussels a “lobbying paradise.”
This shows, as we will see throughout this third section, that European lobbying is a true profession.
In Brussels, influence and professionalism go hand-in-hand. In other words, to be influential in the
EU labyrinth, it is essential to be competent, credible, and experienced.
It was recently put even better by Tony Long, Director of WWF Europe, “In Brussels, influence is
personal,” which shows that the lobbyist’s personal qualities – his experience and personal credibility
– are even more important than the structure he represents. I share this opinion 100 %.
The constant flow of powers from the national to European level should encourage companies,
unions, NGOs and professional associations to send their best staff to Brussels. This should be the
same for national administrations and political parties.
Looking at the landscape in Brussels, it is clearly not the case, by any means …
➤ only certain countries, notably the UK, attach enough importance to the selection and
career development of the officials they send to Brussels (to the Permanent Representation or
Commission),
➤ it is the same at the European Parliament where only Germany and the UK, of the large
Member States, are dominant because of their choice of high-level political personalities
and the concentration of their MEPs in the two main parties,
➤ lobbying structures based on a pursuit of excellence are rare, and there are many associations that struggle with weak teams, who are too reactive and have insufficient budgets.
Considering the major impact of European legislation, it is astonishing that many managers – from
the political or economic sphere or from civil society – don’t confer on Brussels the necessary priority
and don’t send their best staff there.

D. Where national lobbying is essentially political;
European lobbying is mainly technical
Lobbying in Paris or Berlin has nothing in common with lobbying in Brussels: procedures, networks,
the administrative culture, press relations … at the European level all this is different.
Moreover, the nature of the profession in Brussels or in a Member State has no common ground:
national lobbying is essentially political, whereas European lobbying is largely technical.
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●	National

lobbying is based on the concept of majority and opposition, that is to say, it has a
political nature. This idea of majority and opposition doesn’t exist in Brussels, neither in the
European Parliament (where a culture of left/right dialogue is prevalent), nor at the Commission whose legislative role is much more administrative than political.

●	In

Brussels, except for when the whole text of a legislative or regulatory proposal is questioned
due to global opposition, the amendments to legislative proposals are technical in nature. For
the amendments to succeed, it is necessary to convince the maximum number of Member States
possible and the broadest group of MEPs, from extreme right to extreme left, with a mixture of all
political groups. In this context, lobbying is not partisan; it transcends all national and political
divisions.

●	In

addition, and as we will see in detail in a moment, the legislative power of the European
Union (Commission/Parliament/Council) coexists with a second circle of power – less obvious
and more hidden – composed of hundreds of Expert Groups and Committees assisting the
Council in the adoption phase and the Commission in the execution phase (Comitology). These
Committees, who have “quasi-legislative” powers, are certainly part of a political process, but
they work mainly on the basis of technical considerations.

●	Finally,

the networks of influence in Brussels are primarily technical networks. To be influential in France or Italy, it is strongly recommended that lobbyists have a political affiliation
and know the top decision-makers personally: the President of the Republic, Prime Minister,
Ministers … In Brussels, affiliation to a political party would be more of a handicap, and to
advance one’s ideas, it is better to know the draftsperson of the proposal, or the “rapporteur”
in the Parliament, than the President of the Commission.

This all confirms that European lobbying is a complex and technical profession, requiring a sustainable immersion in EU circles. Influence in Brussels is based on two pillars: credibility and
competence.
This being said, and as we will see, if the basic rules of effective lobbying are obvious (anticipation,
pro-activeness, communication …), the definition and practicalities of a lobbying strategy are –
inversely – particularly sophisticated.
Therefore, other than the indispensable technical knowledge, precise lobbying requires a “feel”, a sort
of flair, an instinctive adaptation to the circumstances, a total pragmatism and a strong desire to succeed. In a word, experience.

As was recently stated by Tony Long, Director of the WWF
European Policy Office, “In Brussels, influence is personal,” which
means that a lobbyist’s personal qualities are always more
important than the structure he represents.
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CHAPTER 2: THE PREPARATORY PHASE
A. The 7 pillars of European lobbying
B. Anticipation
C. Impact assessment and prioritisation
D. Intervention “from the top” or “from the bottom”

A. The 7 pillars of European lobbying
Anglo-Saxons have a very precise conception of public affairs (public affairs or government affairs).
According to the conception represented below – which we have made our own – European public
affairs constitutes an umbrella covering 7 interactive pillars.

As we see, the 7 pillars go from upstream to downstream:
➤ upstream covers the research of information and its analysis,
➤ the centre: translating the information into a lobbying strategy,
➤ downstream: execution of the chosen lobbying strategy.
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Each pillar interacts with the next. In this way, any weakness in one of the pillars will repeat itself to
the end:
➤ good information can still lead to failure if the strategy is bad;
➤ what use is a good strategy if the arguments are weak?
➤ and how do you convince people if your Institutional communication is failing?

To succeed, each link in the chain of influence must be at its
most effective. The table of the 7 pillars shows once again, if necessary,
how much influence in Brussels is dependant on methodology.
B. Anticipation
As we see, the basics of European lobbying are evident. And what could be more obvious than the
need to anticipate?
The diagram below outlines this clearly: the more you anticipate, the stronger your ability to influence. Let’s take the example of the Commission. The ideal situation is to speak to the draftsperson
himself, before he has even written the first word of his proposal. At this moment your capacity for
influence is at its maximum: nothing is finalised, your proposals can be taken into consideration,
there are very few actors involved in the project.
The further the dossier climbs up the Commission hierarchy, the more official it becomes and the
more difficult it is to modify. In other words, it is useless to try and modify a text at the stage of final
approval by the College of Commissioners!
Once the proposal has been adopted by the College of Commissioners, new margins for influence
open up with the first reading in the European Parliament, but they are weaker than at the initial stages of the project. At the second reading, the margins for influence are reduced further, becoming very
negligible, and then inexistent when the project reaches the Conciliation Committee.
Curve of legislative influence

INFLUENCE

100 %

Draftsperson
Responsible
unit
Directorate
general
College of
Commissioners

0%

Proposal

st

1 reading

nd

2 reading

Conciliation
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The more we anticipate, the less it costs to gain influence
We can see in the second table that when the wider margins of influence are available a lower budget
is needed. Anticipation allows maximum influence with marginal costs. On the other hand, the more
you wait, the less influence you have, and the more expensive it becomes.
The curve of legislative influence against financial cost

Influence

Budget
Proposal

st

1 reading

nd

2 reading

Conciliation

C. Impact assessment and prioritisation
When conducting an audit of a European association, one is often confronted with a situation where
priorities are either not defined or too numerous. How many times have I heard: “Our association
has to manage about 20 priority dossiers”? Too many priorities = no priorities. In lobbying, the word
“priority” should always be singular.
In this respect, European lobbying is like the art of war: a concentration of your means on one priority objective.
From there, all lobbying strategies, at every step of the process, must be constructed around this
notion of priority:
➤ As we have seen in the second part of the book, legislative monitoring must integrate the
setting of priorities and a hierarchy of actions from the outset.
➤ The same is true for business intelligence, naturally reserved for the key dossiers.
➤ It is the same again for your networks and coalitions where your “best contacts,” notably
at the Commission, Parliament and Council shouldn’t be called upon for trivialities, but
“reserved” for the priority dossiers.
➤ Also for the press: “no news is good news.” Don’t ever disturb a journalist for nothing. Don’t
inundate him with irrelevant press releases. Save your press contacts for the big occasions.
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In a similar way, your priorities should guide the internal organisation of your structure. The emergence of a priority must lead to you asking yourself immediately: is the budget sufficient? Is it necessary to recruit a specialist? Should I assemble an ad hoc group of experts? In lobbying the dossier
dictates the structure that deals with it.
For example, the discovery in early 1989 by the European sugar manufacturers of the potentially disastrous consequences of the Uruguay Round proposals for the sugar regime in Europe
led to the European Committee of Sugar Manufacturers (CEFS) modifying its strategy and its
organisation.
A presentation of the sequence of events which led the CEFS to radically modify its organisation, in the face of a major external threat, deserves to be examined in detail:
➤ 1986/87/88: the agri-food sector and the sugar industry are regularly informed of the
Uruguay Round negotiations during the meetings of the Consultative committee for
agriculture, but this information is too abstract to enable the sectors concerned to
accurately assess the importance of the situation.
➤ Early February 1989: direct contact is made with the GATT secretariat in Geneva.
➤ A meeting is held with Jean-Marc Lucq, Agriculture Director of GATT, and detailed
information about the proposals for the sugar sector are obtained (customs duties,
internal support, market access, export subsidies).
➤ Translation of these proposals into concrete terms for the European sugar sector and
impact assessment for production, imports, exports and prices.
➤ Late February 1989: special meeting of the CEFS Board with a presentation on
economic simulations of the GATT proposals on the European sugar industry.
➤ After this meeting, it is clear that the GATT proposals would be so damaging for the
sugar sector that the dossier instantly becomes the association’s top priority.
➤ March 1989: CEFS develops the depth of its structures by the constitution of a highlevel Expert group (+/- 10 members) which is responsible for managing the GATT dossier with the Director General. The experts are chosen according to their competences
regardless of their nationality. The companies or national associations that employ the
experts put them at the entire disposal of CEFS free of charge.
➤ The GATT dossier is provided with a specific budget, allowing it to call upon
specialised consultants (to find the flaws in the rival countries’ dossiers) and lawyers
(to find the legal flaws in the GATT proposals).
➤ December 1993: after five years of work and complete dedication by CEFS, its associations and corporate members, the dossier was won. Without this recognition of
the priority and the major reforms of the structure which followed immediately, the
dossier would have been lost.
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Clearly, one of the key elements in choosing priorities is the financial impact. Explaining to your
members or corporations the cost of a Commission proposal on their activity, production, costs, and
exports, is the best way to persuade them to commit the financial and human resources necessary for
a successful lobbying campaign.

Information

Analysis

Impact
assessment

Level of
priority

D. Intervention “from the top” or “from the bottom”
Approaching the European Institutions can be done “bottom-up” or “top-down”:
●

The “top-down” approach is based on politics and hierarchy: the bosses speak to each other!

	It is a typically French approach : like Jacques Chirac putting pressure on Romano Prodi to
oppose any reform to the CAP (which came about two years later); or like Prime Minister
Jean-Pierre Raffarin for the application of a reduced VAT rate on restaurants (which was never
achieved).
	It is also a very American approach: let us remember Jack Welch, the charismatic CEO of
General Electric, who identified the Competition Commissioner, Mario Monti, as the only
person worth speaking to about his merger with Honeywell, with a result which we all know!
	To conclude, the top-down approach is, as its name indicates, an elitist approach! This is no
doubt why officials hate to be put under pressure following untimely political interventions.
	The top-down approach has other drawbacks: it is generally too late, contrary to the principle
of anticipation, and tends to privilege diplomatic relations over the technical and strategic reality of a dossier.
	Having said this, the top-down approach should not be ruled out as it sometimes has its advantages, but it shouldn’t be used indiscriminately.
●	Bottom-up

action is totally different because – contrary to the above – it is based on a technical approach to the dossier: meetings with the low-level officials, Expert groups of the Council,
Comitology groups …
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This latter approach offers several advantages:
➤
➤
➤
➤

it fits perfectly with the idea of anticipation,
it offers a technical collaboration between lobbyists and officials,
it goes to the very heart of the European decision-making process,
it privileges expertise, credibility and pro-activeness.

We therefore believe that the bottom-up approach should be favoured as often as possible, that is to
say, for all technical dossiers and upstream interventions.
In practice a blend of the bottom-up and top-down approaches is desirable on two levels:
➤ regular meetings with the Presidency, the Commissioners, and the Director Generals in
your field are of course necessary for European associations and the representatives of large
corporations. These contacts are indispensable to reinforce your legitimacy, improve your
visibility and facilitate a global exchange of views between public and private decisionmakers;
➤ for tactical reasons, organising several high-level contacts can be useful in a complex lobbying campaign: in certain cases to put pressure on the Commission or to encourage support
for public opinion (example : the combined action of Jacques Chirac, Gerhard Schröder and
Tony Blair on the REACH dossier).
The “top-down” or political approach

●	Hierarchical approach through high-level

European
Institutions

decision-makers
●	Technical experts left to one side
●	Late intervention
●	Very politicised debate

The “bottom-up” or technical approach

●	Behind

Comitology
Expert groups

the scenes work with technical

experts
●	Intervention at an early stage
●	Proposals can still be modified
●	Intervention is based on expertise
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CHAPTER 3: WHERE AND WHEN TO INTERVENE?
A. The equal importance of the three Institutions
B. Interventions during the proposal phase
C. Interventions at the different stages of the co-decision procedure
D. Interventions at the execution phase (Comitology)

The answer to this question is clear: all the European Institutions
are open to lobbying at all stages of the procedure!

A. The equal importance of the three Institutions
In the past, when the European Parliament only had a consultative role, trade associations worked
mainly with the Commission and the Council of Ministers.
At present, lobbyists tend to neglect the Council and privilege the Commission and the Parliament,
which is a serious mistake. In this respect, it is astonishing to note to what extent the Secretariat of the
Council, where 3,000 officials work, is deserted by lobbyists. This is a key observatory for analysing
the positions of the Member States and the room for manoeuvre.
The three Institutions are equally important, which shows the strong balance of the Community method.
Hence, it is important to give them all the same level of attention, adapting your actions to each stage
of the procedure, and respecting their specific nature; because one does not work in the same way
with the Commission, the Council and the Parliament.

B. Interventions during the proposal phase
Upstream intervention poses the question of preliminary information. It is excellent to intervene at
the earliest stage, but the pertinent information must then be gathered before “the first word of the
first draft proposal is written.”
Being quickly informed of the Commission’s intention to draft a legislative proposal is possible for
any trade association or European NGO via a professional monitoring system combined with regular
contact with the specialised officials.
As always in European public affairs, the problem is not obtaining information but analysing and
exploiting it. For lobbying, this is even more obvious: learning of a legislative project, analysing its
impact and reflecting on your strategy should be three quasi-simultaneous operations.
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Elaboration of a proposal by the European Commission
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Although it is clear, the table above deserves several comments:
➤ In lobbying, everything is more complicated than you think. In order to feel the real pulse
of the dossier, dual action is generally recommended: contact the Unit in charge of the drafting as well as the Director General (or the Commissioner).
➤ Once this is done, adapt your arguments and strategy based on the first insights, then set up
a series of informal meetings to refine your analysis and assess the scope for influence.
➤ You then enter the formal phase, writing a first position paper destined for the draftsperson
of the proposal and his Head of Unit. You meet these two officials to present your position
paper and to explain it, outlining the internal situation: the eventual issues within your structure, your own room for manoeuvre… Don’t ever lie, this is fatal for a lobbyist!
➤ Then follow the dossier through each stage of the process in the competent DG and the other DGs concerned. Each dossier is unique. Depending on whether the Commission shares
or opposes your views, your strategy may be more or less active, ranging from simple silent
monitoring (if favourable) to the development of a counter-position leading the competent
DG to soften or even modify its approach.
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➤ This counter-position can take on many forms: high-level political interventions, winning
support from other DGs and/or from the legal service, organisation of a coalition (with
NGOs and/or trade unions), influencing public opinion via the press. One can go very far
(and be very strong) in the organisation of this counter-position, but at this level of sophistication lobbying becomes very complex, audacious and … risky!
➤ All stages of the procedure without exception must be used, notably the “inter-service
consultation” by which the competent DG must submit its proposal to all the other DGs and
the Legal Service. The inter-service consultation is a chance to play “catch-up,” where your
lobbying must be very wide if your dossier is in trouble.
➤ The same is true for the discussions at cabinet level. The Commissioner’s cabinet is a key
source of power in Brussels. Meeting the member of each cabinet who deals with your
dossier is obligatory.
➤ On the other hand, trying to intervene when the dossier reaches the College of Commissioners
is virtually impossible. Basically, there are two possibilities here: first an agreement has already been reached by the “Chefs de Cabinet” and there is nothing else to do; or second,
there is a difference of opinions which must be dealt with between the Commissioners, and
unless you are BUSINESSEUROPE (European employers) or CEFIC (chemical industry),
your voice has no chance of being heard.

C. Interventions at the different stages of the co-decision procedure

ESC

CoR

Agreement

Common
Position

No agreement

EP

Council

1st reading
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1. Interventions at the Economic and Social Committee or Committee of the Regions
Let’s face it, the ESC no longer has any influence in Brussels! Previously very involved in the social
dossiers (European Social Charter), agriculture (CAP reform) and food laws, the ESC is today totally
ignored. Not through a lack of quality, but because the Commission is not interested.
Should one therefore ignore the ESC as a lobbyist? Yes, in the majority of cases, because what good
does it serve to lobby the ESC when the Commission only sees its work with a polite interest!
However in some cases action at the ESC can be very useful, though not obligatory:
➤ let us not forget that the ESC represents civil society and that its members provide a link to
all the trade unions, NGOs, trade associations and consumers of the EU;
➤ the ESC is the only organ (it is not an Institution) which accepts lobbyists as an integral
part of its deliberations. As such, it is quite easy to be named as expert for a Counsellor on
a particular dossier, or even as an expert for the “Rapporteur.” Even better, the experts are
authorised to speak during the sittings not only of the Committees, but also of the plenary
session;
➤ finally, the ESC is involved at the start of the first reading and can in some cases have a
leveraging effect on the Parliament, or even the Council.
The same observations are valid for the Committee of Regions whose culture and composition differ completely from those of the ESC. In our opinion, the Committee of Regions should be reserved
exclusively for dossiers with a direct or indirect regional dimension.

2. Interventions at the Council of Ministers

up and down the chain

A system of alternate movements		

Before any intervention at the Council of Ministers, it is necessary to understand perfectly its operating
system, which is summarised below, using as an example the Agriculture Council:

Agricultural Council

COREPER I

Special committee
for agriculture

26 expert groups

Ministers

Ambassadors

High-level national
officials

National officials

79 expert sub-groups
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In practice, the deliberations of the Council of Ministers resemble an alternating movement: ascending
– descending – ascending … from the Council itself towards COREPER, the Specialised committees,
the Expert groups and then back up this path.
Like at the Commission, intervention in the Council is based on a methodology, with the principal
rules set out below:
➤ Successful lobbying at the Council requires a perfect coordination between European and
national level action (see pp. 130 and 131).
➤ Heavy lobbying dossiers managed by European associations require direct contact with
Member States’ Ministers themselves and even with the President of the Council, contrary
to minor dossiers where lobbying should be directed at the Expert groups, Specialised
committees and COREPER.
➤ To quote one anecdote, the President of COPA, the President of COGECA, the Secretary
General of COPA-COGECA and their specialised colleagues used to have behind-closeddoors meetings before each session of the Agriculture Council with the President of the
Council and his principal colleagues to go over each point on the agenda and to try and
reconcile their opinions. These meetings still take place, but not as regularly as before.
➤ Position papers must be adapted to each stage of the process: very technical and detailed for
the Expert Groups/Specialist Committees; shorter and more strategic for COREPER.
➤ One of the secrets of lobbying at the Council is the capacity to identify the competent Expert group and its members. This can be a difficult exercise sometimes requiring calls to each
Permanent Representation in Brussels or even each national administration. This thankless
task is indispensable.
➤ Once identified, the members of the Expert groups and Specialist committees are all very
accessible if you bring them the technical expertise they expect. When organising this phase
of your lobbying, the ideal combination is a specialist in lobbying and a recognised expert
on the dossier.
➤ In all cases, your intervention at each level of the Council must not only defend your technical
arguments, but also convince your audience of their direct or indirect interest in supporting
your position.
➤ One last word: as already said, do not neglect the Secretariat of the Council of Ministers, a
forgotten resource for lobbyists, who can help you greatly by updating you on the latest status of the negotiations, explaining the margins for manoeuvre and directing you to the key
countries for your dossier.
➤ Once the first reading is over at the Parliament, the “Common Position” is drafted, in which
the Council of Ministers plays an important role. Assuring that your amendments voted on by
the Parliament are included is a priority exercise which necessitates constant contact with the 27
Permanent Representations and the national administrations. These privileged contacts with the
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Member States should not obscure the need to maintain relations with the European Parliament
and Commission, as during the elaboration of the “Council Common Position” the three Institutions hold a permanent dialogue.

3. Interventions at the European Parliament
Each lobbying dossier being unique, an entire book would not be excessive to analyse in depth the
methods of a successful campaign at the European Parliament.

Plenary Session

Lead Committee

Committee
for opinion

Committee
for opinion

Committee
for opinion

Having assumed an understanding of the Parliament’s procedures, what is important here is a concrete description of the methodology to follow, our recommendations are offered to you in the form
of a “to do list”…
➤ First, intervene as far upstream as possible by trying to influence the choice of “rapporteur”
and “shadow rapporteurs.” Intervene also in the choice of Committees for opinion whose
opinion can be crucial for your dossier (REACH being a recent example).
➤ Second: identify your audience because – with the exception of highly publicised dossiers –
it is not necessary to work with all 785 MEPs. It is sufficient to identify a shortlist of 40 to
50 people to work with. This list will include:
●
●
●
●
●

the “rapporteur” and the “shadow rapporteurs”,
the MEPs with a particular interest in the dossier,
the coordinators of the political groups,
certain particularly active parliamentary assistants,
several permanent administrators of the Committees concerned.

	This last category is absolutely essential. Each political group assigns a permanent admi
nistrator for each parliamentary committee. The “permanent administrators” (who are
unelected officials) benefit, in this way, from a dual political and technical competence which
makes them particularly useful for informing, guiding, or helping you.
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➤ Via different contacts (if possible with the rapporteur and the shadow rapporteurs) measure
the balance of power inside the Parliament and between the Institutions. It is also strongly
recommended to contact the Commission to have its position on the amendments you wish
to submit.
➤ Find one or more MEPs willing to submit your amendment. But not just any MEP. They must
be convinced of the usefulness of your amendment, and ready to defend it. Maintain a good
contact at the tabling office to check that your amendment responds to all the criteria.

Amendment submitted by Ria Oomen-Ruijten
Amendment 340
ANNEX V, PARAGRAPH 7
7. The following substances, which occur in
nature, if they are not chemically modified:
minerals, ores, ore concentrates, clinker,
natural gas, liquefied petroleum gas, natural gas condensate, process gases and components thereof, crude oil, coal, coke.

7. Substances which occur in nature, if they
are not chemically modified and materials
derived from them by mineralogical or physical transformation processes:
minerals, ores, ore concentrates, cement
clinker, natural gas, liquefied petroleum
gas, natural gas condensate, process gases
and components thereof, crude oil, coal,
coke.
Or. en

Justification
Partially reinstates am ITRE 255 adopted in first reading.
The text as it stands in the common position is technically incorrect and the description
doesn’t match with the properties of the substances listed below as some do not occur in nature
(such as process gases) and others have been chemically modified. Understanding the Council
intentions as being in line with those of Parliament in first reading, this amendment intends
to find a compromise with Council on the wording to make it technically correct and remove
legal uncertainty…

➤ Multiply your contacts and initiatives. Success at the European Parliament depends just as
much on the amount of energy spent as on the quality of your amendments. Don’t ever get
discouraged: an amendment lost in the Committee can be won back in Plenary. Work with
all political groups with no exception: every vote counts.
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➤ Give the highest possible attention to communication. Ensure you can explain to an MEP
the key to a dossier and your request in 45 seconds! In the Parliamentary committees, and
even more so at Plenary, everything happens fast. You must grab the MEPs, cut to the chase,
play on relations, alliances and synergies and always be ready to reciprocate.
➤ Use the resources of the European Parliament in Strasbourg shamelessly: organise your corner in the bar, install your computers, telephones and files there, put in place a permanent
shuttle to the tabling office to continually analyse the list of amendments (and the blocks of
amendments subject to group votes), make repeated trips to the MEPs’ mailboxes, multiply
your telephone calls to multiply your contacts and support!
➤ Act both according to your methodology and on instinct, without hesitating to act contrary
to all the good advice given, for example by putting a memo in the mailbox of each MEP
twice in one day to defend your amendment!!! The only condition is that you must be sure
you are making the right move …
➤ The methods of intervention at the Parliament differ little between first and second reading,
except for the toughening of conditions for submitting amendments, and the fact that an
amendment rejected at first reading cannot be presented again at second reading in the same
form.

4. Intervening at the Conciliation Committee?
Since the entry into force of the Treaty of Amsterdam (1998), 217 legislative projects have been dealt
with under Co-decision. Agreement has been reached at first reading in 25 % of cases, and at second
reading in 50 % of cases. Only 25 % of the dossiers have required conciliation. Of the 217 projects,
only one has failed: the proposed directive on takeovers!

Texts adopted at first reading

25 %

Texts adopted at second reading

50 %

Texts adopted in conciliation

25 %

Only one failure since 1998 (the takeover directive)

When your amendments have been rejected in first and then second reading, can you really hope for
a positive result in the Conciliation Committee? A priori, no, because the “third reading” constitutes
a political negotiating exercise from which lobbyists are excluded in practice.
But there are exceptions. One of the most impressive is the action of EuLA (European Lime Association) who, after being defeated at first and second reading managed to get their amendment adopted
at the conciliation phase with the unanimous support of the 27 Member States. This concerned the
proposed directive on the management of waste from the extractive industry.
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A brilliant result based on a high-precision strategy with the intervention of all the member asso
ciations of EuLA under the coordination of the Secretary General, who was the real master of the
operation.
The exceptions should remain as such, exceptions. These success stories at the conciliation phase
should be studied but shouldn’t be used as examples.

D. Interventions at the execution phase (Comitology)
1. The importance of Comitology
This is not the place to explain what Comitology is, but there can be no successful lobbying without
a perfect understanding of the “execution measures” and Comitology groups.
In two words, directives adopted by co-decision and certain Council regulations (notably in agricultural matters) include execution measures. These are derived regulations, “quasi-legislative” acts, or
as we would say in France, “décrets d’application.”
Let’s take two examples:
➤ directive 91/414 on plant protection products requires that all new active substances should
be authorised by a comitology group, in technical terms, a regulatory committee;
➤ regulation 318/2006 on the common organisation of the markets in the sugar sector from
2006/7 to 2009/10 includes a whole series of very important measures in annex, such as storage and export refunds, which are delegated to a comitology group – in technical terms – a
management committee.

Community
Framework
Directive

Execution power delegated
by the Council of Ministers
to the Commission

Advisory Committees

Management
Committees
Regulatory
Committees
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The principle of execution measures is as follows: the Council of Ministers adopts a legislative act,
either alone (consultation procedure), or with the Parliament (co-decision) and gives the Commission
a mandate to propose and to put into place the execution measures.
The increasing importance of the co-decision procedure has caused the Parliament to demand
(justifiably) a role in Comitology, which has brought about a major reform of execution measures. It
is important to understand precisely the technical modalities of these changes.
Based on the mandate that the Council of Ministers has given, the European Commission proposes
its execution measures to the Comitology groups. These groups are composed of one national official
per Member State, and presided over by a Commission official. The Commission’s proposals are
submitted for discussion and then to qualified majority voting.
There are 188 Comitology groups, divided as follows:
➤ Regulatory committees (have a decision-making capacity) = 97
➤ Management committees (management of agricultural markets) = 61
➤ Advisory committees (deliver non-binding recommendations) = 30
The complete list of Comitology groups can be found on the following website:
http://ec.europa.eu/transparency/regcomitology/registre.cfm?CL=en
It is interesting to note that annually, around 60 texts are adopted via co-decision, while up to 3,000
decisions are taken by Comitology groups, including 1,300 for Management committees alone! This
shows the importance of Comitology.
Execution measures will continue to multiply over the coming years for two reasons:
➤ The bigger the EU gets, the harder it is to find a consensus. This means that EU directives
become “framework directives” with wider execution measures, leading to a more systematic
reliance on Comitology.
➤ Moreover, the recent Comitology reform increases the scope for execution measures, which
from now on are divided into two categories: “quasi-legislative measures” and Comitology
“stricto sensu.”
The importance of execution powers and the complexity of the recent Comitology reform will
make European lobbying even more technical. To put it bluntly, it is impossible to claim any kind of
influence in Brussels without a perfect understanding of the Comitology measures.

2. Working with Comitology Committees
Preliminary remarks
●	Advisory

committees: it is important to note that Advisory committees at the proposal phase
(Agricultural Advisory committees, for example), have nothing at all in common with Advisory
committees at the execution phase. The former represent civil society, the latter are composed of
national experts and presided over by the Commission. Be very careful not to confuse them!
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●	Management committees: they have considerable power and are therefore very important for the

entire agri-food sector.
	Management committees are composed of one national official per country and are chaired by
a Commission official. They have a dual regulatory and economic role:
➤ they adopt a considerable number of regulations applying to each of the Common Market
Organisations of the CAP,
➤ they are also responsible for the Union’s agri-food export policy. In this respect, they decide
upon the rhythm and volume of community export programmes and fix the level of export
refunds.
	As much as you are welcome to interact with the Management committees on “regulatory”
matters; it is strongly recommended that you distance yourself from the process of fixing
export refunds. You would be risking at the very least an offence for insider trading, and at
worst a conviction for fraud or corruption.
●	Regulatory

committees: Like the Management committees, these are a major source of power.
As their name suggests they have a regulatory power similar to a derived legislative power or
statutory order.

To conclude, the most important Comitology committees for lobbyists are the regulatory committees
(for all sectors) and the management committees (notably in the food sector).
Mapping and identification of Committees
●	The

first problem is the identification of the committees.

●	The

second problem is much more difficult: being informed of the activities of the committees.

	Comitology is not at all secret, but it is certainly opaque. Sectoral associations and corporations
are always faced with the risk of finding out too late that there is a Comitology regulation in the
pipeline which concerns them. The damage can be considerable!
●	It

is therefore imperative for the industrial sectors and large corporations to carry out a mapping
of the committees concerning them, then to organise a detailed monitoring of their activities.

	The most delicate part of this mapping is identifying the committee members: the task can be
an easy one (when an official kindly gives you the list) or extremely difficult when it is necessary
to call all 27 Member States to get the 27 names.
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●

Ideally, this mapping should take the following form:
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The difficulty here is the exhaustiveness. All the
sections must be completed for all the priority
committees, otherwise the exercise is worthless.
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Means of intervention common to all three types of Committees
To keep it simple we will remember the following principles:
●	Once

the Committee is identified, access to its members doesn’t pose any problems. We recommend that you initially send a short position paper which sets out your problem with a high
level of technical precision. Next, telephone to arrange a meeting. This will be accepted if you
are credible and concise.

●	The

meeting with members can either be direct (in Brussels or their capital), or indirect via the
official concerned at some of the Permanent Representations.

●	It

is worth mentioning that the lobbying of Comitology groups is not an activity reserved
exclusively for trade associations. It is also open to corporations, including SMEs with a very
specific problem.

●	From

here, the lobbying action can take two forms: a complex form adapted for European associations (action in Brussels + national action) or a simple form adapted for SMEs (e-mailings
to Committee members + targeted contacts in Brussels). Both systems work in a satisfactory
fashion.

●	The

key for influencing these Committees is technical arguments. Even if the adoption of a
regulation is not exempt from political considerations, the national officials are true experts.

●	Finally,

don’t ever forget that your arguments must be subtle: you must show the fairness of
your arguments, but also give your target good reasons to support you. I recall, in this respect, a
dossier submitted to the Management Committee for Bananas. The Danish member – in theory
neutral – accepted to support our argument after understanding that it would be favourable to
Danish ship owners!

The 2006 Comitology reform has three central elements:
●	a

redefinition of execution measures creating two categories of acts: in addition to
classic comitology a new category of “quasi-legislative measures” is added;

●	around

250 Directives will be re-examined in co-decision to divide their execution
measures into the two categories;

●	the

classic comitology procedure doesn’t change; a new procedure is added however,
in which the Council and Parliament have a veto over quasi-legislative acts.

This reform profoundly changes lobbying at the execution stage.
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CHAPTER 4: ADOPTING A STRATEGY:
NEGATIVE, DEFENSIVE, REACTIVE, PRO-ACTIVE
A. First, manage the constraints
B. Adopting a strategy
C. Four strategic options
1. Negative lobbying strategies
2. Defensive lobbying strategies
3. Reactive lobbying strategies
4. Pro-active lobbying strategies

D. Some statistics on lobbying strategies
A. First, manage the constraints
When one consults books on European lobbying, it is astonishing to see how theoretical the majority
of these works are. The majority of authors, who are generally academics or former high-level officials,
speak about “the banana war,” “the chocolate battle,” or “television without frontiers,” explaining
their vision of the dossier, what should have been done, and how it should have been done!
Having read these books, and having been involved in the majority of the dossiers which they discuss, I often become greatly perplexed. Basically, I don’t recognise “my dossiers”… and as the author
explains that one thing should have been done, and not another, I recall a completely different story
based on irritations, difficulties and annoyances.
These authors talk about theory and forget what the daily life of a lobbyist is like: full of constraints.
Constraints on your agenda, leadership, mandate or budget…
constraints on your agenda. There can be no comparison between intervening upstream
(ideally before the first draft has even been written) and downstream (at the end of first reading,
or even second reading at the European Parliament).

●	First,

	In the first hypothesis, you have the green light with time in front of you, few people to
convince, probably very few competitors, a strong capacity for influence… In the second
hypothesis, it’s war, with lots of pressure and a siege mentality! Having said this, one can win a
dossier in these unfavourable conditions, but the later your lobbying action, the more bravery,
experience and means are needed.
your room for manoeuvre. Are you the “master of your dossier”, the only one responsible
for strategy? Or are you confronted with compromises, other decision-makers, and various other
obstacles? In a lobbying dossier freedom of action is essential. This should be based on a trust
in the manager of the dossier (the Secretary General or consultant) by those who mandate him.

●	Next,

	When the responsibility for a lobbying campaign resides in one decision-maker everything
is easier because the decisions are made faster and more decisively.
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constraint: the representation/credibility balance. To be listened to in Brussels, a certain
mandate is needed. In an ideal world, we would be stronger when representing all 27 Member
States. But what about the credibility of your arguments? What is more important? Capitali
sing on a strong mandate, but with weak arguments (because the larger the group, the less they
agree), or forming a strong project with a limited number of partners?

●	Third

	In the past a strong mandate was essential because it was often accompanied by credible arguments,
due to the limited number of Member States. Today, credibility is more important than anything else.
It is better to represent one corporation or regional association with strong arguments, than a European association which is held back by the lowest common denominator.
●	Another

constraint, your budget. As we will see in the final part of this book, success in European lobbying is not proportional to the size of your budget. This is a good thing. You can have
a considerable budget and fail in your campaign (the duty free dossier being the best example)
or you can win it with a modest budget (the Eurogroup for Animal Welfare is a good example
of this).

	This being said, all lobbying campaigns require a budget, and there is nothing more frustrating
than failing due to a lack of financial resources. More than ten years later, I am still haunted
by the “chocolate directive” dossier. Working with the law firm Gide, Loyrette, Nouel we were
defending the Ivory Coast. After having unexpectedly won at first reading, we had to abandon
the fight at second reading, as the revolution in the Ivory Coast left us with no budget whatsoever. Since that date chocolate is not only composed of cocoa beans and sugar, but also of
vegetable fats…
there is the leadership problem. The days of the “diplomatic lobbyist” are over. Today,
European lobbying is more about industrial battles. Freedom of decision, authority, the capacity
to build coalitions and a resistance to pressure are indispensable qualities for a modern lobbyist.

●	Finally,

B. Adopting a strategy
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The essential information is obtained and analysed. You have the proposed directive or regulation: its
potential impact has been measured, its level of priority evaluated. Now you must adopt a strategy:
➤
➤
➤
➤

First, is it necessary to act? Is the dossier important enough?
If you act, with whom? Alone, in a coalition, or via your European association?
And how do you act? Firmly or with flexibility?
Negative? Defensive? Reactive? Pro-active?

These are the main questions which your lobbying strategy must answer. In a lobbying campaign, the
most important component is strategy. When this has been decided, you simply need to follow it and
adapt it if necessary. At the risk of surprising you, when I have to manage a major lobbying campaign, I have a “hands-off ” approach. I analyse the situation from my office and I adapt the strategy
as a result.

C. Four strategic options
Strategy

Negative

Defensive

Reactive

Pro-active

Soft

Hard

As we see, lobbying strategies can be divided into four categories (negative, defensive, reactive, or
pro-active) with two variables (the soft or hard method!).

1. Negative lobbying strategies
We consider a strategy to be negative when the actions towards the European Institutions are systema
tically negative. There is a dual definition of negative: it is a strategy of opposing, blocking and refusing,
but without proposing any credible alternatives.
Opposing a legislative proposal is not in itself a bad thing. And from time to time, due to lack of time
or alternatives, there is no other solution and you must squarely oppose a legislative text and aspire to
slow down its adoption, or even to block it. Such negative lobbying is not very pleasant to carry out
as it has limited value, but as long as it remains an exception it is acceptable.
Much more troubling are systematically negative lobbying campaigns, that is to say, those that have a
deliberate strategy of permanent opposition.
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Several sectors are accustomed to these negative strategies:
➤
➤
➤
➤
➤
➤
➤
➤

agriculture,
forestry,
road transport,
dockers,
sea fishing,
as we see, professions in decline or with economic difficulties.
certain NGOs, notably hunters,
rural associations linked to farmers unions.

The agricultural world is the most revealing example of systematic negative lobbying:
➤ negative and soft in many cases: certain agricultural lobbies oppose many Commission
proposals, but make it known that they would accept the proposals if they were granted
subsidies!
➤ negative and hard when protesters and their tractors gather in the streets and replace the
technical arguments. I remember an impressive demonstration organised in 1997 by COPA
against the reform of the Common Agricultural Policy, with nearly 100,000 protesters in
the streets of Brussels. Despite this, the CAP reform was not delayed by one minute, nor
changed by so much as a comma!
This shows to what extent systematically negative lobbying is doomed to fail. Not only does it
fail on a technical level, but it gives the impression of a backwards-looking industry. This leads to
long-term loss of credibility in the eyes of the Community authorities.
The choice of negative strategies by an industry can result from many causes:
➤
➤
➤
➤
➤
➤

tradition (agriculture, fisheries…),
a culture of violence or aggression (hunters, transporters, dockers…),
a tendency for moaning (forestries…),
an inability to agree (agriculture…),
a culture of subsidies (farmers, fishers, rural communities…),
an ignorance of the rules of modern lobbying!

2. Defensive lobbying strategies
This is about defending an advantage that you have gained, and opposing any evolution in the legislation.
Two examples illustrate the defensive strategy: the lobbying of COPA against the second reform of
the Common Agricultural Policy (CAP) and the strategy of the sugar beet industries to maintain –
beyond 2005 – the Common Market Organisation for Sugar.
Example no 2: The defensive strategy of COPA to keep farm subsidies
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o

Example n

1

The success and failure of a lobbying strategy: the sugar regime
Created in 1967, forty years ago, the European sugar regime has had diverse fortunes. Each
positive or negative phase can be attributed to a specific lobbying strategy:
●	As

we see in the table below the Common Market Organisation for Sugar was constructed by the professionals and the Commission, via a 100 % pro-active strategy.

●	In 1975 the system was attacked as the high prices led to increased production and export

costs. The professionals tried to protect the system through defensive lobbying
●	Between

1980 and 1995 the professionals anticipated the necessary reforms. They agreed
to fund exports and reduce prices. This was a return to a pro-active strategy.

●	From

1996 to 2005 history repeated itself. The producers benefited greatly from the
system and refused to make any concessions. Despite growing opposition the sector
adopted a defensive strategy with no concessions. The result was the dismantlement of
the sugar regime in November 2005 with a 36 % fall in prices.

Pro-active
Reactive

Sugar regime:
a joint invention
by EU and
professionals

The sugar sector
accepts selffinancing and
reduction in prices
Good prices,
high production:
budgetary costs
increase. The sugar
regime under attack!

Defensive

L o b b y i n g

s t r a t e g y

Success and failure: the sugar case

1967

1975

Refusal to
accept any
commitment

The sugar
regime
is dead

1995

2006
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At the origins of the CAP, prices of European agricultural products were very high and lucrative for
farmers. They were so lucrative that the most efficient producers increased production enormously.
The EEC went from gross importer, to gross exporter. World prices being three to four times lower
than in Europe, the EEC had to subsidise its exports to a large extent, leading to an explosion in the
agriculture budget.
At the crossroads of the 1990s – parallel to the Uruguay Round negotiations – the Commission put
in place a first reform of the CAP. This reduced European agricultural prices, bringing them closer
to world prices and hence reducing the export subsidies. As compensation, the EEC offered farmers
direct aid on their revenues (aid per hectare based on regional output). COPA violently opposed this
reform.
At the next crossroads around the year 2000, the Commission prepared a new reform of the CAP.
This consisted of a transformation of subsidies by hectare based on output into subsidies delinked
from production and partially based on good environmental and food safety practices.
Here again, COPA objected with force and demanded that the existing system be maintained, that is
to say, the system that they objected to so strongly in 1990. Understand that if you can! The reason
for COPA’s defensive strategy against this second reform of the CAP is based on a survival instinct:
“We must defend our subsidies first.” We can understand this, but where is the credibility? The capacity to propose? Without any credible alternative proposal the CAP reform was carried out without
COPA, and therefore against COPA!

In the same way
that negative strategies
are destined to fail, defensive
strategies are also doomed in the
long term. One can appreciate the
need for a defensive strategy when
the situation calls for it, but if the
defensive action lasts for too
long it leads unavoidably
to failure.
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3. Reactive lobbying strategies

The word reactive can create some confusion. An active person, who reacts quickly, can be referred
to as “reactive.” The word reactive here should be understood to mean “static.”
Defined in this way, reactive strategies are based on waiting, taking no action, and having no strategy,
they are almost anti-strategies! Moreover, it is not possible to have “hard” reactive strategies, since we
necessarily see a “soft” approach here!
These reactive strategies are sadly very common, and even very fashionable. They are indicative of
a period which lacks audacity, has weak decision-making powers, and a very politically correct approach to problems. In short, it is a very dull and very low profile approach to lobbying and European
Public Affairs.
Numerous European trade associations function on a reactionary basis:
➤
➤
➤
➤

lack of anticipation (they wait as long as possible before acting!),
no decision-making capacity (lowest common denominator),
lack of initiative (an administrative approach to lobbying),
avoidance of all conflict with the Commission or stakeholders.

If negative and defensive strategies are losing strategies, reactive strategies are symbolic of paralysis
and lack of influence.
In this respect, it is surprising to see that many corporations are happy to finance reactive and
inefficient trade associations through their membership fees:
➤ This is no doubt why many European associations are confronted by their members and are
under pressure to change, as explained in the first part of this book;
➤ It is also why many corporations become tired of the poor performance of their European
associations, and orient themselves towards new lobbying structures, which are less
representative but much more effective (see chapter 6).

4. Pro-active lobbying strategies
As their name clearly shows the different pro-active strategies have several common characteristics:
➤ Ideally, they are anticipatory (but this is not essential, as a pro-active strategy can also be
used within short deadlines or during crisis situations).
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➤ All the evidence shows that they are dedicated strategies: with strong convictions, personal
involvement, a spirit of partnership and a focus on results.
➤ More fundamentally, they are based on the pursuit of an acceptable solution. By creating a
transversal alliance bringing together different elements of the production chain (from producers to consumers), they deliver to the Commission or legislator a ready-made consensus
of economic actors and civil society representatives.
➤ The three key tools for a pro-active strategy are credibility (credible arguments, personal
credibility …), transparency (clear motives, structural transparency, truth …) and construction of a transversal alliance.
Contrary to what you might think, two branches of pro-active lobbying co-exist: friendly pro-active
strategies and hostile pro-active strategies (like friendly and hostile takeovers).
Friendly pro-active lobbying strategies
These are essentially anticipatory strategies in the upstream
phase (preparation of a legislative or regulatory proposal by the Commission) and downstream phase
(comitology).
As we have seen previously, the curve of influence is at its maximum before “the first word of the first
draft has been written.” The friendly pro-active strategy consists of entering into the dossier at the
earliest possible stage and meeting the key actors before any text has been written.
The contacts with the key actors can be:
➤ at the political level (Presidency of the Council, Commissioners…) to feel the temperature
of a dossier and formulate a position,
➤ with high-level EU officials (Director Generals, Cabinet members) for a strategic exchange
on a draft legislative proposal, a future White or Green Paper,
➤ or more modestly with the draftsperson of the proposal who is one of your key contacts.
These anticipatory contacts are received very favourably: very few people are involved, and they are very
open to discussion. Nothing is formalised, and all the alternatives can be explored openly. Even better,
all your competitors and rivals are probably out of the loop because they are uninformed or unprepared. Then you are alone in the game and for several days or weeks, you benefit from a considerable
margin for influence.
Friendly pro-active lobbying strategies can be used at any stage of the decision-making process. They
are different from the classic strategies as they favour credible arguments, strong convictions and a
belief in transversal solutions with as wide a spectrum as possible, from producer to consumer.
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Hostile pro-active lobbying strategies

These strategies concern two situations:

➤ during the drafting phase when there are tight deadlines: your approach to the Commission was too late (first hypothesis) and/or the Commission has rejected your arguments and
refuses to take them into consideration (second hypothesis);
➤d
 uring the comitology phase when the Commission’s proposal is unfavourable and officials
refuse to consider your arguments.
In both cases, the hostile pro-active lobbying strategy will be about turning your back on the Commission (with whom no compromise is possible) and trying to short-circuit it by winning the
support of the Council of Ministers (for consultation procedures and execution powers) or of both the Parliament and Council (for co-decision measures).
Opposing the Commission is in no way contradictory to the idea of a pro-active strategy. In fact,
seeking the support of the Council and Parliament respects the rules and spirit of the strategy: credibility, conviction, alliances…
An “anti-Commission” action is not based on bad will, or defensive or reactive policy, but on the
conviction that the Commission’s proposal is a bad one and that your alternative is superior. In other
words you disagree with the Commission.

Three examples of hostile pro-active strategies:
1.	The “famous” chocolate dossier: For many years, the big chocolate multinationals had besieged the Commission to convince it to allow vegetable fats to be used in chocolate. In June
1997, the College of Commissioners adopted a draft directive which was supposed to be
adopted without problem by the Council and Parliament.
	In early September 1997 – less than two months before the vote in first reading – the Ivory
Coast, the leading global producer of cocoa, decided very late that it would contest this
proposed directive, and engaged a law firm and an EU consultancy to help them.
	The action began with a meeting between Jacques Santer, President of the Commission and
Henri Konan-Bédié, President of the Ivory Coast. After this meeting the situation was clear:
the Commission would never change its position. In agreement with the Ivorian authorities, the
strategy began with a direct attack: a very aggressive press release and White Paper were published and widely distributed. The position papers were also very aggressive, in terms of content
and style.
	The strategy was based on a large coalition incorporating cocoa producers, consumers, environmental NGOs, development NGOs, chocolate producers… and this was all reported in the
international press.
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	The visible part of the dossier was managed by the politicians: notably the Minister for raw mate
rials of the Ivory Coast, Alain Gauze, who was omnipresent, as was the rapporteur Paul Lannoye, a
historical figure in the Green Party. The lobbyists (a small team of 3) remained in the shadow helping with communication, media relations, and gathering wide support to put pressure on the dossier.
	The result of this? There was an initial failure at Committee level (by one or two votes), but a
resounding success in plenary a few weeks later with a series of amendments questioning the whole
essence of the proposal.
	The reasons for this success were: a dedicated effort, the certainty of being right, the alliance
between lawyers and lobbyists, the capacity to manage a strategy which broke away from the
Commission.
	Alas, several months later revolution broke out in the Ivory Coast; Henri Konan-Bédié was deposed. The Ivory Coast’s actions were interrupted. The Commission no longer had an adversary,
and the Directive was adopted without any problem. How frustrating!
2.	The sugar regime and the Uruguay Round: At the start of 1989, European sugar manufacturers
discovered to their distress the GATT proposals (the predecessor of the WTO) for the sugar
sector. The future of their sector was at stake. Their first reaction was to convince the Commission to support the sector and oppose the GATT proposals.
	Two full years were dedicated to contacts with the Commission: all the DGs were approached, all
the cabinets visited, hundreds of meetings were arranged, and thousands of letters and memos
were sent. This resulted in a fiasco. With the exception of several officials from DG AGRI, the
Commission refused almost unanimously to support the sugar sector’s requests.
	This display of impotence led the sugar sector to turn its strategy around 180°. They turned
their back on the Commission and openly showed that their lobbying strategy would now target the Council of Ministers and the Member States, who would impose on the Commission
exemptions for the sugar regime.
	And what about the transversal alliance, necessary for a pro-active lobbying strategy?
	During 1989 and 1990, the European sugar sector sought economic allies: industries, insurers,
numerous European associations were approached with no response as they had not yet fully
understood the impact of the Uruguay Round. The same was true for NGOs who would only
discover the dangers of the WTO in 1996 at the Seattle conference.
	The sugar sector would call on an unexpected ally: the workers’ unions and notably EFFAT,
the food workers’ union. This alliance was a success, confirming, if it is necessary, the extreme
influence of workers’ unions in Brussels. It is important to note that the alliance between the
sugar sector and workers’ unions was built over many years via several common projects (in
particular, training and safety in the workplace).
3.	The banana dossier: The Management Committee for Bananas (a comitology committee)
was asked to give its opinion on the allocation of export certificates. The position of small
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African producers were particularly threatened by the Commission’s proposals. A French SME
decided to take the initiative and create – from one day to the next – an association: UPIBA
(Union des Producteurs Indépendants de Bananes Africaines/Union of Independent African
Banana Producers).
	Instead of trying to increase its mandate, the creator of UPIBA defined its objectives thus: to increase the quota of banana imports from ACP countries in the context of the enlargement of the
EU to 27 Member States, and to remove all historic references for the allocation of export certificates.
	With its objectives established, UPIBA set them out clearly in a position paper around which
it gathered its allies (producers, transporters, NGOs…) whom it united in the European Parliament in the presence of MEPs, officials (except for those from the Commission who were
sulking), and delegates from the Permanent Representations.
	The meeting finished with all the participants supporting the position of UPIBA. It was
followed by a press conference attended by more than 20 journalists. The articles published by
the major European press agencies put a lot of pressure on the Commission.
	At the same time, UPIBA contacted all the members of the Management Committee, met with
most of them, and invited to these meetings leading specialists in banana negotiations. It was
not a 100 % victory, but the core of the two objectives was achieved.
	The reason for this success was the speed of the action; the project was defined, and then built
upon; the press passed on the message, and put pressure on the Commission.

D. Some statistics on lobbying strategies
What are the most common lobbying strategies? Pro-active? Reactive? Defensive? Negative?
There are of course no precise figures. This evaluation is based on the author’s own observations and experience.

Negative

Defensive

Reactive

Pro-active

+/- 15 %

+/- 20 %

+/- 45 %

+/- 20 %

These figures, which can be disputed as there is no scientific basis to them, highlight:
➤
➤
➤
➤

the dominance of negative/defensive/reactive strategies,
a strong foundation of passive associations (45 % reactive),
a reduction in negative strategy (from 20 % to 15 %),
a minority of pro-active strategies (coming mainly from NGOs).
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CHAPTER 5: CLASSICAL COALITIONS:
INDISPENSABLE, NECESSARY OR WORTHLESS?
A. Sectoral associations, a classic spearhead of lobbying in the 1970s & 1980s
B. The concentric coalitions of the 1990s: Big is beautiful!
C. European lobbying + national lobbying: another form of coalition
D. Acting alone?

If we listen to the specialised authors, there can be no successful lobbying without the creation of a coalition of interests. In practice this is not proven. However, a reflection on potential strategies for influence
shows that transversal coalitions will be very useful, uniting producers, consumers, ecologists, and all
those along the chain of values. But let’s be clear, there cannot be an effective coalition without strong
leadership. Or to put things even more crudely: say yes to a coalition if you can be its inspiration, its
source of ideas, and its leader!
All lobbying books have a chapter on coalitions, as if it was an obligation for any successful lobbying
campaign. Let’s take Michel Clamen as an example. Chapter 15 of his last “Lobbying Manual” is
entirely dedicated to coalitions. What does he say?
“There is often strength in numbers. It is necessary therefore to act collectively. It is rare to
successfully gain influence when acting alone. Allies are necessary to increase your representativity, because acting together allows one to speak for a greater number of people, and thus it is easier to reconcile
with the public interest … The height of this phenomenon can be found in Brussels”.
I do not share the point of view that representativity (the perimeter of interests represented) is more
important than credibility (the force of conviction).
In reality, the enlargement of the EU effectively prohibits classical coalitions: the growing differences
between the 27 Member States necessarily leads to vague, soft and unworkable consensuses.
Moreover, the idea that the more you represent the “public interest,” the more influential you are
doesn’t seem accurate to me.
➤ I am willing to admit that industrial and economic lobbies defend specific interests. But do
they not contribute to the public interest by working towards growth and trade, and thus the
economy and jobs?
➤ NGOs (who are also lobbies) certainly fight for “society interests,” but is fighting for wind
energy over nuclear energy really in the public interest? To be honest, I don’t think so!
As we see, in lobbying things are always more complicated than they look.
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Two traditional types of coalition

A. Sectoral associations, a classic spearhead of lobbying in the 1970s & 1980s

European trade
association

National association
Country A

Company A

Company B

National association
Country B

Company C

Company X

Company Y

Company Z

This diagram already depicted on page 16 speaks for itself. To act at the European level the companies group together at the sectoral level:
➤ by the creation of national professional federations,
➤ these national federations form a European federation.
This was the nature of lobbying in the 1970s and 1980s, basically until the creation of the Single Market
in 1992. The successive enlargements of the EU to 15, 25 and then 27, will considerably reduce the
capacity for influence of the classical European association: the consensuses will depend on the
lowest common denominator and there will be peripheral lobbying by the members (see diagram,
page 17). Today, the classical European association has become obsolete.

B. The concentric coalitions of the 1990s: Big is beautiful!

Tyre
manufacturers

Automobile
manufacturers

Equipment
suppliers
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Here again the diagram speaks for itself. It illustrates a strategy which in our eyes is outdated. It consists of an industrial sector calling on its suppliers to influence the Institutions “en masse” by their
economic, social and electoral weight.
In other terms, the concentric coalitions of the 1990s symbolise the choice of representativity over
credibility.
This type of coalition has become totally obsolete as the larger a coalition is the more inconsistent,
and thus useless, its positions become.
Since the year 2000, two types of concentric coalition, which are sometimes very useful, have come into
use: a “galaxy” coalition (examined in detail on pp. 26 to 28) and an “issue management” coalition.

“Issue management”: an original form of coalition, initiated by the American Chamber
of Commerce
The American Chamber of Commerce to the EU is one of the best performing lobbies in Brussels, if
not the best performing.
The influence of AmChamEU is due to the importance of its members and the quality of its staff, but
also to its methodology of intervention which is totally original and is known as “issue management.”
Instead of acting by sector, AmChamEU acts according to each dossier (issue), which is where the
name “issue management” comes from.
For each important legislative dossier, AmChamEU forms a working group which is composed
not only of the leading experts from the companies concerned, but also, if necessary, their consultants
and lawyers (whatever their nationality). A pluri-disciplinary approach results from this with an
impressive resource of expertise and networks.
Once the dossier is closed, the working group is dissolved.

C. European lobbying + national lobbying: another form of coalition
The reflections on the complementarities of national lobbying and European lobbying could have
figured in diverse chapters of this book as it is a classic approach to use national structures to
reinforce the actions of the European structure on a given dossier.

Commission

European Parliament
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As the diagram on the opposite page indicates, the actions of the national and European actors vary
depending on the Institution and the stage of the procedure:
●	The

European association is clearly dominant in the contacts with the Commission. In the
upstream phase of a legislative proposal, it is the Secretary General’s responsibility to organise
the contacts with the Commission (as shown by the larger blue arrow). If necessary he may call
on the assistance of experts from the national members, associations or companies (as shown
by the smaller red arrow).

●	At the European Parliament it is fifty-fifty. It is essential to reinforce the permanent staff

of the
associations with national members to contact a maximum number of MEPs from all political
parties and nationalities.

●	At

the Council of Ministers the influence is clearly national, which – ideally – means contacts
with the Council Secretariat, the 27 Permanent Representations and the national ministers; all
these actions require the systematic involvement of the national members of the association.

We have to underline here that even though the action at the Council is more national (as the dominant red arrow indicates), the activity of the European secretariat of the association is still essential
to enhance and coordinate the actions of its national networks.
This combined action of the European and national branches depends on a strong technical capacity:
identification of relevant working groups, identification of their members, acquiring their agendas
and minutes, analysis of the room for manoeuvre, technical and political meetings…
But that is not the most important thing. In practice, the biggest challenge is managing this combined
action with authority and methodology, notably in organising a system of rapid reporting between
the European association and its members, and making the members respect the deadlines and planning of their actions.
This is where we witness the huge challenge facing the Secretary General of a European association
who, in this type of situation, must exert his authority over his members.

D. Acting alone?
Is acting alone, independent of any coalition or trade association feasible for a lobbyist? The answer
to this question is “YES” under certain conditions.
The first condition is that the more you wish to act alone, the more precise and focused your lobbying
must be.
Even an SME can engage in a lobbying campaign alone without relying on the assistance of its
European or national trade association. But it is then necessary that the dossier is of major importance (even vital) for the SME, and that it only has a marginal impact on the global content of the
legislative project.
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CHAPTER 6: THE NEW COALITIONS
A. Platforms
B. Transversal lobbying
As we highlighted in the previous chapter, the growing paralysis of European associations is finding
its cure in a new willingness to go beyond sectoral divisions and create transversal alliances across a
chain of values.
These new alliances take different forms:
➤ platforms of companies built around a common project as an alternative to classical lobbying via a European association;
➤ transversal alliances going from producer to consumer to present to the Commission a
“ready-made consensus.”
In these two cases, the choice of partner is no longer linked to their representativity, but to their capacity
to unite around a common project.

A. Platforms
This is today’s big trend in Brussels where all we hear about is platforms, that is to say, structures where
companies, associations or Institutions unite around a common project.
This is the theory. In practice it is very different; the panorama is more diverse and much more complex.
To give an overview, we see five main types of platforms:
➤
➤
➤
➤
➤

public/private partnership platforms,
“shop window” platforms,
“counter balance” platforms,
classic industrial platforms,
platforms created as lobbying tools.

Public/private partnership platforms:
This is without a doubt the most common at the moment, giving the European Commission the opportunity to promote dialogue with civil society on a given theme.
The most pertinent example of this type of platform seems to us to be the “EU Platform for Action
on Diet, Physical Activity and Health.” Launched and financed by the European Commission, the
platform unites an important range of actors: the food industry, retailers, advertisers, consumer
associations, health NGOs, scientists and experts on obesity.

132

Part Three: Lobbying strategies

Chapter 6: The new coalitions

This vast and learned assembly seems to focus on discussion rather than partnership: the role of
the platform is to unite, exchange, experiment, and disseminate information; it is not about taking
decisions.
But there are, on the other hand, examples of public/private partnership platforms which work
perfectly and which deserve the title of “lobbying” platforms.
The PV Platform (the photovoltaïc energy platform) is such an example which contrary to our first
example unites very complementary members: producers, universities, technology institutes… The
Commission supports and finances it, but gives the members of the platform great freedom to put
in place a dynamic and coherent strategy destined to ensure the rapid development of photovoltaïc
energy in Europe.
Other examples of public/private partnership platforms:
➤ European Hydrogen and Fuel Cell Technology Platform,
➤ EPBD Buildings Platform.
“Shop window” platforms:
As their name indicates they are meant to inform, to communicate, and to disseminate information.
They normally correspond to the desire of an industrial sector or company to improve its image in
the eyes of the citizen or consumer.
Two examples can be highlighted from the agrofood sector:
➤ EUFIC: European Food Information Council, composed of the primary agri-food multinationals, who are also members of CIAA (Coca-Cola, Ferrero, Danone, Kraft, Masterfoods,
Pepsico, Unilever…);
➤ SAI Platform: Sustainable Agriculture Initiative Platform, also composed of large food
companies, some of which are also members of EUFIC: Coca-Cola, Danone, Kraft, McCain, McDonalds, Nestlé, Unilever…
Objectively, these two platforms are very professional: they have substantial budgets, good websites,
excellent presentation, and the capacity to sensitise the consumer to the need for a balanced diet
(EUFIC) and to convince them of the food industry’s scrupulous respect for the environment (SAI
Platform).
But also from an entirely objective viewpoint, these two platforms are primarily communication tools
– and simple communication tools – situated in the orbit of the CIAA (Confédération des Industries
Agro-Alimentaires de l’UE/Confederation of Agri-food industries of the EU) which centralises all of
its lobbying activities towards the EU.
“Counter Balance” platforms:
These correspond to situations where, being unable to merge, small structures unite around a platform to try and create a counter-balance to a dominant structure.
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In our opinion the best example of this is EISA (European Initiative for Sustainable Development in
Agriculture) which unites a series of dynamic associations from 7 Member States around the concept
of sustainable agriculture. Linked to ELO (European Landowners Organisation, see page 29), EISA
is gaining influence and casting a shadow over COPA-COGECA.
Another related example is the “Plate-forme des agricultures durables et solidaires” (Platform for
sustainable and united agriculture) which is also attempting to thwart the hegemony of COPACOGECA on the European level, but which, unlike EISA, suffers from an overly French composition.
Industrial platforms:
They are usually composed of companies, often in association with universities, with the aim of
promoting technological innovation and industrial development in their sector. These technological
platforms are equally active in the EU’s Research and Development programmes.
Examples:
➤ Mobile and Wireless Communications Technology Platform (composed notably of Ericsson, Siemens, Nokia, Motorola, France Telecom and Vodafone, and in association notably
with the University of Technology of Warsaw);
➤ European Robotics Platform (composed of Acrobat Company Ltd, Philips, Bosch, Thales,
Sagem Defence & Security, and Mitsubishi Electric Neuronics, in association with numerous
European universities).
Platforms created as lobbying tools:
Confronted by heavy lobbying dossiers and often represented by weak European associations, large
multinationals examine the possibility of creating ad hoc structures capable of flexibility (in their
composition) and strength (in their actions).
It was in this way that the first industrial platforms were born, conceived from the beginning as
lobbying tools.
Examples:
➤ The Platform for Ingredients in Europe (PIE) composed of around 15 companies (including
ADM, Bunge, Cargill, Danisco, Roquette, Tate & Lyle …) in order to defend the food ingredients dossier together before the European Institutions;
➤ The European Basic Foods Platform created by Lactalis, Bunge and Nutrinveste to defend
the interests of the first transformation industry in difficult dossiers like nutrition labelling
and health claims.
There is no doubt, in our opinion, that platforms created as lobbying tools will see major developments in the months and years to come.
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Not only will they multiply, but they will also oblige the classical European associations to reexamine their structures, their membership, their actions, and their communication.

It is undeniable that the panorama of European associations as
it is described in the first chapter of this book will be greatly shaken up
between now and 2010.

B. Transversal lobbying
The emergence of civil society as a means of influence
We insisted in the first part of this book on the extreme importance of NGOs, trade unions and
consumer groups.
NGOs have long been considered in Brussels as good communicators and poor technicians. This
is no longer true. The Civil Society Contact Group (see page 51), based on the specialisation
of each branch, and of each NGO in its branches, is a real success.
The same is true for the trade unions. How can you ignore the European Trade Union Confederation
(ETUC) and its sectoral branches? And what can we say about consumer groups? Even if you don’t
share their views you must be aware of them.
In Brussels all European affairs professionals – or at least the experienced ones – no longer have any
doubts about the importance of NGOs and consumer unions; the perception of the importance of
trade unions is less widespread.
But even if major companies and economic sectors are aware of the importance of NGOs, they gene
rally have a poor understanding of them, and are often reluctant to work in partnership with them.
Certainly, as we have seen (Part one – chapter 3) some companies do maintain direct, trusting and
constructive relationships with NGOs, trade unions and/or consumer groups, but they are still in the
minority.
At the risk of repeating ourselves, lobbying is not about putting pressure on people, but helping to
find a solution. And what could be better in terms of finding a solution than presenting to the Commission (or to the Institutions) a “ready-made consensus,” which has been negotiated along the chain
of values from producer to consumer.
This idea of a chain of values has become very important in lobbying. To illustrate this, we have chosen two examples: the food sector, and the pharmaceutical sector.
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Ecologists

Consumer
associations

Retailers

Workers unions

2nd industrial
transformation

1st industrial
transformation

Farmers’ unions

Seed producers

Farm machinery

Expert landowners

Chain of values for the food sector

NGOs (Oxfam, Health
Action International)

Consumer
associations

Patients

Doctors

Social security

Industrial processing

Pharmaceutical
industry

Private research

Public research

Chain of values for the pharmaceutical sector

Breaking “the segregation of interests”
When I observe the recent lobbying dossiers, I am amazed by the segregation of interests: each person
is in his own box and there is no dialogue. In terms of legislative projects, this separation remains
the norm. The European associations don’t understand the NGOs and vice versa. Before working
together, it is necessary to do some exploratory work, covering the identification of potential allies,
and the discovery of points of convergence.
In light of the increasing weight of the NGOs, trade unions, consumer groups, and civil society in
general, it is better to try and convince them of your point of view than try to impose it upon them.
Confrontational lobbying seems to me to be a thing of the past, or at least something to be reserved
for special circumstances.
Presenting a common front to the Commission or Parliament, in association with an NGO or
consumer group, or both, is most welcome as it offers a solution.
In reference to the two tables above, the aim of a transversal alliance is not to unite the entire chain,
but a part of the chain. The identification of potential partners is an essential parameter. The more
diverse your network, the easier it will be to select constructive partners.
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This pro-active lobbying is a move away from the beaten path. It is more subtle, more delicate, and
more complex to put into place. It is also more exciting. It requires a global network to identify the
right partner. But those who practice it will tell you; this pro-active lobbying of tomorrow is a 100 %
winning strategy.

Transversal lobbying: the theory
In the new transversal alliances, the choice of partners is no longer linked to their representativity, but
to their capacity to unite around a common project.

An agricultural
union
A group of
companies
A consumers’
association

An alliance around
a common project

European
Commission

An environmental
NGO

In this way, the new paths of influence in Brussels will change
lobbying strategies from opposition to proposition.

Transversal lobbying: the practice
The sewage sludge dossier
In early 2006 the European Commission announced its intention to revise in 2007 Council Directive
86/278/EEC on the protection of the environment, and in particular of the soil, when sewage sludge
is used in agriculture.
This horizontal dossier crossed several fields of regulation (soil use, waste treatment, protection of
natural resources). Following the reflections of several actors at a forum to discuss the strategy to
adopt for soil protection, an innovative transversal coalition was formed.
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A transversal alliance for the revision of the Directive
on the use of sewage sludge in agriculture:

EUREAU

European union of national
associations of water suppliers
and waste water services

EuLA

European lime association

ELO

European landowners’ organization

INCOPA

Satellite association of CEFIC
specialised in the treatment
of water with sewage sludge

PPG

European association of polyelectrolyte
producers (chemical product used
in the treatment of water)

Common position
for the revision of
Directive 86/278/CEE

Transversal dialogue
with the European
Institutions

This transversal coalition which unites the main stakeholders from upstream to downstream (primary materials, water managers, chemical industry, agricultural users) enabled them to build a strong
and credible common position. This common position:
➤ integrates the latest technological evolutions (biocides),
➤ proposes a long-term regulated control system,
➤ insists on the benefits of recycling for the quality of the product and the service delivery.
On 26 March 2006, the coalition organised a workshop attended by over 50 participants including
DG Environment, the European Parliament, several Ministers for ecology, CIAA, COPA-COGECA,
CEFIC… The workshop concluded with a global agreement that it was necessary to revise Directive
86/278/CEE in a flexible and balanced way, integrating into the future legal framework the latest
technical evolutions in the sector. There is no doubt that the upcoming proposal for revision will be
inspired by this agreement.
As we come towards the end of this book, there is no doubt in my mind: the coming years will be marked
by a triple evolution in European lobbying:
1. an increasing loss of influence for classical European associations,
2. a detailed reexamination of the strategy for influence of the major economic powers,
3. an explosion of platforms and transversal lobbying.
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CHAPTER 7: AND WHAT ABOUT ETHICS?
A. The budget: a false problem
B. Ethics: law and practice

Having come to this last section, undoubtedly, some of you are thinking: “doesn’t he have something
to say about budgets for lobbying” and “what about ethics?” This is because these two considerations,
money and ethics, seem to me to be only of peripheral importance.

A. The budget: a false problem
First, money. Let us come back to the initial quote in this book from Tony Long, “In Brussels, influence is personal.” There is no doubt in my mind. A bad lobbyist with a big budget would still fail. The
duty free dossier is there as a cruel reminder of this… On the other hand, a small budget would not
kill a “good dossier.”
What is a big budget? To give a broad idea, a small dossier can be managed professionally for 25,000€e,
an average dossier 50,000€e, a large dossier 100,000€e and upwards; these figures include the personnel
(or the consultant), the position paper, and the actions.
In Brussels – and here we are very lucky – money is not an influential factor. Contrary to the USA,
where the lobbies finance the political parties, in Brussels no one would even consider financing an
MEP or his party.
Each time I meet a potential client I systematically hear two things from him: that his dossier is very
complicated … and that he has no budget. This second remark (lack of budget) is valid for associations and companies, including the most prosperous multinationals.
The question of budget is always poorly phrased. In practice, it is not about knowing whether there
is a budget available. The questions should be posed in a different order:
➤
➤
➤
➤

how does the dossier affect my activities (impact assessment)?
to what extent can I modify the proposal?
what potential gain can I hope for from this modification?
in relation to this gain, what budget could I allocate?

The question of budget, in all honesty, is secondary for me. In practice, if the case is urgent the budget
can be found one way or another, whether it is for an NGO, an association, or a company. When despite best efforts there is still no budget it is often because priorities are decided elsewhere or because
of a lack of methodology (dispersion of actions, doubts about the scope for influence, insufficient
understanding of the problem, amateurism…).
To be honest, as a consultant I am regularly frustrated by dossiers which we should have won if we
had the means to defend them! As such, when there is a failure it is usually not due to lack of money
but to lack of audacity, energy and willingness from the interested parties.
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B. Ethics: law and practice
On Google the words “European lobbying – ethics” generate 900,000 references. This shows the number of articles, reports, and publications dedicated to the moral dimension of lobbying.
The European Commission, on the initiative of Commissioner Siim Kallas, published in May 2006
a green paper on transparency and ethics in lobbying. Despite being particularly soft (limiting its
demands to acceptance of a non-compulsory and non-enforced code of conduct for lobbyists) “The
Kallas Initiative” occupied centre stage for several months, leading to thousands of articles and
reactions.
As a practitioner, I limit myself to the following four obligations:
●	avoiding
●
●
●

conflicts of interest (or managing them with the greatest transparency);
respecting the law (no corruption, no illegal tapping, no theft of documents);
not refusing a client directly: listening before accepting or rejecting the dossier;
leaving a client in case of disagreement on the strategy to follow.

Being poorly understood, our profession suffers from a bad reputation. It leaves a bad taste: hidden
powers, the risk of manipulation, corruption … all this makes lobbying an unpopular profession.
This isn’t true in Brussels where lobbying is part of the decision-making process, but its bad image
persists in France, Belgium, and a large majority of Member States.
Faced with this situation we must react because lobbying is a necessary counter-balance. Codes of
conduct are a nice idea, but they aren’t sufficient. Personally I advocate a three-step solution:
●	the
●
●

creation of a professional body of lobbyists and European public affairs practitioners on
the same model used for lawyers,
a swift ban on “de facto” associations,
complete transparency for the allocation of subsidies and tenders.

It is necessary, moreover, that professionals organised in a collegial way (NGOs, trade associations,
consultants, …) elect by secret ballot their representatives who will present concrete proposals to the
Commission for the regulation of lobbying practices.
It would fall, finally, on the Commission to define precisely what is and is not legal in practice:
➤ in pure lobbying (constitution of screening structures) and in business intelligence (acquiring
non-public documents) certain practices border on the unacceptable, without being judged
illegal by the Commission;
➤ the same goes for the constitution of certain expert groups by the Commission or certain
Parliamentary intergroups;
➤ and what can be said about the unequal access to documents!
Today and even more so in the future, lobbying is too important to accept a general laxity and lack of
initiative by the Commission. Leaving our profession in an opaque state and with a lack of transpa
rency means we have everything to lose.
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